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ugh Proofs 


Gladys the beautiful reception- 
ist says that Lever Brothers must 
have made that Pepsodent deal 
lafter a very careful examination 
of Bob Hope and the other com- 
pany assets. 


v . ©? 

Now that A. D. Lasker has dis-| 
posed of his interests in the Pep-| 
sodent Company, even the cynics 
lare willing to admit that he has 
really and truly retired. 


, o 


“P&G adman tells newspaper 
jn radio costs less.’’ — Headline | 
n 


ADVERTISING AGE. 
And after enjoying a free lunch, | 
oo. 
v v v | 


NAB asked Y&R to give radio | 
he Wac business this year, and | 
Gor the first time in history ApDvER- | 
IsING AGE published a letter of | 
olicitation on the front page. 


| v v v 

| Maybe the NAB letter was news 
because it’s so original and excit- 
sng these days for anybody in the 
advertising business actually to 
ask for an order. 


, i, Ae 


The Departinent of Agriculture | 
ays the jeep has too light an en-| 
sine to be a tractor, too small a) 
ody to be a truc« and rides too! 
nard to be a passenger car. Is| 
that the way for Washington to| 
vowery holes in our postwar plan- | 
ing? 

v v v 
Paul C. Bunker has been made | 
tirector of advertising for a well- | 
f(nown industrial account, since in | 


hat field it isn’t necessary for him | 
o have a middle name that begins 
vith D. 


. | 


National Mattress Company has 
lust appointed an advertising 
igency, and Rough Proofs offers 
his slogan without charge: “The | 
mattress that puts the e’s in) 
tleep.” 

7, + v 


Beech-Nut Packing’s campaign 
» help win recruits for Wac is 
imed at breaking down “mental 
arriers’” women may have, but 
erhaps the first syllable is enough 
» explain them. 


. . oo 


They kidded Tom Dewey about 
eing a Boy Scout, so maybe the | 
boliticians in Washington shouldn’t 
et too sore when he starts talk- 
ng about tired, quarrelsome old 
len. 


, 2 


Bruce Barton told a Chicago | 
onvention reporter that the slogan | 
‘hich ruined his political career 
as unpleasantly reminiscent of 
is advertising business—‘‘Martin, 
Barton & Fish.” 


~~ = 


The War Food Administration 
worried about a surplus of 25,- 
0,000 dozen eggs. Somebody 
ust have forgot to tell the hens 
at they could cut out working 
it extra shift. 
| 
v v v 
[In keeping with the political | 
menities this year, Dorothy| 
hompson has reluctantly planted | 
Small, sharp dagger under the 
‘th rib of her dear and admired | 
!.end, Clare Boothe Luce. 


Copy Cus. 


| tion 
model—$40—plus cheaper battery | 
|and maintenance cost. 


Earphone Makers 
on Their Ear Over 


Lenith’s $40 Set 


Sales Battle Rages, 
But Most See Large 
Market Emerging 


Chicago, June 29.—Nine months | 
in the hearing aid field with a} 


revolutionary low price policy has 
not only given Zenith Radio Cor- 


poration unit volume which prob- | 
the combined unit | 


ably equals 
sales of its 35 competitors, but it 
has caused revolutionary changes 
in the entire field—changes which 
are likely to have permanent ef- 
fects on the price of all hearing 
aids and on the methods used to 
sell them. 

Prime reason for Zenith’s posi- 
is the low initial cost of its 


of competitors’ hearing units range 
from $50 to $200, and the units are 
more expensive to maintain. 
Since Zenith’s entry into the 
hearing aid field in October, 1943, 
its advertising, through MacFar- 
land, Aveyard & Co., has not only 
stressed the value of hearing aids 
in the war effort, by making avail- 


able for plant-work thousands 
otherwise unemployable, but it 
has hit hard at “high-priced” 


models and at the concept of in- 
dividual hearing analyses and in- 
dividualized selling so carefully 
built up by earlier entrants into 


ithe business. 


The Fight Is On 
As a result, the fight is definitely 


|on—with Zenith pricing and sell- 


ing its device as a simple gadget 
of value to masses of the hard of 


| hearing, while most of the other 


makers insist that each case of 
deafness must be treated individu- 
ally, and that each instrument 
must be carefully tailored and 
serviced to meet the individual 
wearer’s needs. 


Although one or two smaller 
manufacturers are said to have 
met Zenith’s threat with lower- 


price models, the major companies 
as yet have changed neither sales 
prices nor _ policies. Prior to 
Zenith’s entry in the field, Sono- 


| tone, Western Electric (distributed 
| by 
|Maico were estimated to account 


Graybar), Acousticon and 


for 90% of all sales of hearing 
appliances. Aurex, Otarion, Telex, 
Radioear, Vacolite and Duritone 
sold most of the rest of them. 
Currently, however, Zenith, 
which manufactures 1,000 devices 
daily, is said to be selling 40% of 
all hearing appliance units. 
tone, which formerly claimed 35 
(Continued on Page 38) 


‘Ads Have Gone to 


War!’ See ‘Ad-libbing,’ 
Page 12. 


tures: 
Adfolk in the Armed Forces 51 
Editorials . i2 
Feature Page 43 
Getting Personal 
Information for Advertisers 12 
In Washington . 


Obituaries él 
Photographic’ Review 
Postwar Planning 

Private Lines 

Rough Proofs 

Voice of the Advertiser 


The prices | 


Sono- | 


| 
24| 


Beproom “B" is TAKEN 


so help shore the space that's left 


T (nats S00 AONBOAD GIES, ty tes res Somme 
eee. ines. @ 
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New York Central BY 


SHARE-THE-RAILROAD — Supporting 
the ODT drive to curtail non-essential 
travel, New York Central is running 
this 1,000-line ad in newspapers of 25 
on-line cities. Campaign was timed 
with news of moving the invasion 
wounded via trains, and is aimed at 
summer travelers in particular. Foote, 
Cone & Belding, New York, is the 
agency. 


BBB Broadens 
Postwar Plans 


to Aid Industry 


Cleveland, June 30.—With the 
flood of postwar products, the sur- 
| plus of government war goods, 
}and natural competition stemming 
from such conditions, Better Busi- 
ness Bureaus of the country will 
find it necessary to broaden their 
programs greatly after the war. 

This was apparent from discus- 
sions which held the spotlight at 
the 30th annual conference of the 
National Association of Better 
Business Bureaus here this week. 
Behind it all lay a broad general 
obligation to sell the public on 
private enterprise, to maintain the 
American way of life. 

One of the most important 

(Continued on Page 58) 


Nine'A gencies Hit Annual 


| 


| 
| 
| 


| quisition of The 


Billings Over 


$20,000,000 


Pepsodent-Lever 


Deal Puts Luckman 
in Strategic Spot 


in 
Youthful Pepsodent 
Head to Direct All 
Drug Product Sales 


Chicago, June 30.—The battle of 
the “soap giants” gave every indi- 
cation of moving into the drug 
field with undiminished force 
today as Lever Bros. Company an- 
nounced the ac- 


\Pépsodent 
‘Compan ¥ 
land the estab- 
|lishment of a 
separate drug 


sales division 
| built around the 
|famous' denti- 
ifrice organiza- 
tion. 
Procter & 
,Gamble estab- Charles Luckman 
|lished a drug 


and allied products division early 
last year, calling in Harold R. Hall, 
vice-president of Bauer & Black, to 
head the unit, and to supervise the 
marketing of Teel and Drene as 


well as whatever other drug store | 


_ All Show Increases 
_ Over Volume for 
Previous Year 


By LAWRENCE M. HUGHES 


New York, June 29.—Disclosure 
of the facts that J. Walter Thomp- 
son Company’s billings for its 
worldwide operation are now on 
an annual basis of $72,000,000, 
of which about $60,000,000 is in 
this country, and that Young & 
Rubicam’s billings are on an an- 
nual rate of nearly $50,000,000 
(AA, June 5), has caused so much 
discussion that this sacred subject 
has been pursued further. 

In addition to Thompson and 
Y&R, it appears that seven other 
agencies may bill $20,000,000 and 
more each this year. In this list, 
and approximately in this order, 
are Ruthrauff & Ryan, N. W. Ayer 
|& Son, McCann - Erickson, Foote, 
Cone & Belding, Batten, Barton, 
Durstine & Osborn, Compton Ad- 
vertising, and Newell-Emmett 
| Company. 
Competitive 


agencies estimate 


S| that Ruthrauff & Ryan may rank 


third, with current billings of 
about 385,000,000. R&R, on the 
|other hand, says that it is among 
the first five. N. W. Ayer & Son’s 
| billings, which dropped sharply in 
|the late ’30s have risen steadily 
|for the last five years, with the 
|help of such additions as Chrys- 
iler’s Plymouth division, and this 
|year may be nearly $35,000,000. 
| Ayer claims to rank third or fourth 
now. 


products may emerge from under | 


the P&G 
world. 
News of the purchase of Pepso- 
dent by the giant American sub- 
sidiary of Unilever Ltd., gargan- 
tuan British combine, came with- 


cloak in the 


out warning to the trade. The 
deal was an all-cash transaction, 
involving a “very, very substan- 
tial amount” well into eight fig- 
ures. The entire holdings of Ken- 


(Continued on Page 60) 


Last Minute News Flashes 


Case Succeeds Romaine as Ad Manager 


Detroit, June 30.—Storrs Case, who has been handling institutional 


advertising under A. 


vanDerZee, vice-president of Chrysler Corpora- 


| tion, has been named advertising manager of Plymouth, succeeding 
K 


W. Romaine, who takes over Plymouth-DeSoto agency in 


Ohio 


Westinghouse Sets Up New Department 


Pittsburgh, June 30.—To meet expected heavy demands for electric 


water heaters and dishwashers, Westinghouse Electric Appliance Divi- 
sion has formed a separate department for these items, taking them 


| out of the range department. 


M. M. Feaman, with Westinghouse since 


| 1931, and at one time sales promotion manager of the range and water 
heater department, has been placed in charge. 


Other feq-| -tarts First Consumer Advertising for ‘Freshie’ 


Chicago, June 30.—Sunway Fruit Products, beginning in mid-July, 


will launch its first consumer 


advertising of 


Freshie, dehydrated 


orange, lemon and lime juices, in New York and Chicago via news- 
papers and spot radio. Though sold extensively for Army use overseas, 
the product is being introduced to the civilian market now for the first 


New York, June 30. 


other food products. 


V-Production Corporation, headed by 
63} Macfadden, plans an extensive newspaper campaign, starting in the 
28 | fall, for Mealene, an all-purpose food. 
59| arately through grocery stores, Mealene is being licensed for use in 
Spaulding Bakeries, 


52| time. Sorensen & Co., Chicago, is the agency 
| 


36 Plans Extensive Drive for Mealene in Dailies 


3ernar! 
In addition to being sold sep- 


Inc., Binghamton, N. Y., has 


begun a campaign for Mealene bread in upstate New York papers 


postwar | 


Others Expand Billings 

McCann - Erickson’s actual bil- 
lings in 1943 were about $26,000,- 
000. In 1944 they may reach 
$31,000,000, due largely to such 
recent acquisitions as Aviation 
Corporation, Curtiss - Wright and 
National Cash Register. Almost 
equal to McC-E this year will be 


G-E Names BBDO 
to Handle All 
Institutional Ads 


Schenectady, N. Y., June 30. 
Second major shift in agency line- 
up made by General Electric 
Company this year, following the 
appointment in March of Young 
& Rubicam to handle appliance 
and merchandising advertising, 
took place today when G-E an- 
nounced that Batten, Barton, 
Durstine & Osborn will handle all 
institutional advertising in maga- 
zines and newspapers, heretofore 
placed by Leighton & Nelson, 
Schenectady 


G-E has also assigned the elec- 
tronic phase of its account, which 
covers advertising for radios, FM 


and television, 


Maxon, Inc., 


exclusively to 
Electronics radio ad- 


vertising (“The World Today” 
CBS) 1 already handled _ by 
Maxon, while N. W. Ayer & Sun 
was formerly in charge of publi- 
cation advertising for that divi- 
sion 

With the addition of G-E’s in- 
titutional business, BBDO, in 
conjunction with Foster & Davies, 
Cleveland, will continue to place 
advertising for the lamp division, 
the chief medium of promotion 


being the Sunday evening “Hour 


of Charm” program on NBC 
Leighton & Nelson will continue 
to place advertising for the G-E 


|plastics division 
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BBDO and Foote, Cone & Belding, 
each with about $30,000,000. 
Expansion of older accounts, 
such as Procter & Gamble, and re- 
cent additions, including Socony 
Vacuum and some parts of Ameri- 
can Home Products, probably will 
give Compton Advertising more 
than $20,000,000 billings in 1944, 
or about $2,500,000 more than its 
actual figure of $18,000,00 in 1943. 
Newell-Emmett Company billed 
about $19,000,000 in 1943 and may 
go well beyond $20,000,000 this 
year. Nearly half of this agency’s 
volume comes from Liggett & 
Myers Tobacco. Pepsi-Cola, Loose- 
Wiles Biscuit and American Tele- 
phone also are important factors. 


Others Well Up 


Not quite in the $20,000,000 
class, but very near it, with the 
definite possibility that year-end 
figures may show it has breasted 
the tape, is Dancer - Fitzgerald - 
Sample, currently operating at 
better than $19,000,000. This major 
offshoot of the former Blackett- 
Sample-Hummert agency gets the 
bulk of its billing from American 
Home Products, Sterling Drug, 
i tga & Gamble, and General 
Mills. 


Arthur Kudner, Inc., probably | 
rates a spot among the top 12. | 
Opened in 1935 with eight ac- 
counts totaling $11,000,000, Kud- 
ner has overcome wartime re- 
verses and now has 16 accounts 
which this year may bill more | 
than $16,000,000. 

D’Arcy Advertising Company, | 
St. Louis, with Coca-Cola, An- 
heuser-Busch and other accounts, 
ranks among the leading agencies. 
So does William Esty & Co., with 
more than $10,000,000 annually 
from Reynolds Tobacco alone. 

When Chevrolet resumes its pre- 
war pace—in some years up to 
$14,000,000 — Campbell - Ewald 
Company may alter some _ top 
rankings. Kudner also may move 
higher. Its account, Buick, for- 
merly up to $5,000,000, is now 
only about $1,000,000. 

Benton & Bowles, Biow Com- 
pany, Kenyon & Eckhardt and 
others may change some people’s 
reckoning—including ours. 


Weaver Appoints Hill 


Weaver Pr: Kloth Company, 
Omaha, has appointed Hill Adver- 
tising, New York, for its Pres 
Kloth and Mit. 


Ben Dean Elected 
Kiwanis President 


Ben Dean, owner of Ben Dean 
Advertising Agency, Grand Rap- 
ids, Mich., and prominent Ki- 

wanian, has 

F ™™ been elected 

' president of Ki- 

wanis_ Interna- 
tional. 

Mr. Dean is a 
former reporter 
and city editor 
of the Grand 
Rapids Herald 
and is an author 
and contributor 
to magazines. 
In Grand Rap- 
ids he is chair- 
man of the Better Business Bu- 
reau, and a director of the Cham- 
ber of Commerce. 


Ben Dean 


Harris Heads Sales 

Andrew L. Harris, Great Neck, 
N. Y., has been named sales pro- 
motion manager of Eagle-Pitcher 
Sales Company, Cincinnati. He is 
a former member of the executive 
staff of the National Association 
of Manufacturers. 
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33 Rich Indiana Counties 
Dominated by the NEWS... 


In this remarkably condensed and 
active trading area are one and a 
quarter million prosperous Hoosiers 
with an effective buying income of 
over ONE-AND-A-QUARTER BILLION 
DOLLARS! The Indianapolis News 


dominates this buying market. 
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- ~~ are eatin 


’ Hoosier Daily, these days 


t 


’up the news 


7? 


%* Their great-grandparents began taking the "NEWS" 75 years 


ago and each new generation of Hoosiers has been “brought up” 


on this Great Hoosier Daily. Always well read and well written 


by and for Hoosiers, it is the newspaper of newspapers for the 


thousands living in the heart of the East-North-Central’s richest 


market. News readers believe 


and act upon what they read 


and see in the News. Your advertising benefits from this reader 


confidence. Advertise your present and POST-WAR product in 


the columns of this great mid-western newspaper . 


both present and future. 


.. for results 


xt Rich Warket...YES! 


The Effective Buying Income in Marion County alone increased from $686,537,000 
in 1942 to $860,244,000 in 1943. Retail sales increased from $290,496,000 
to $332,302,000 during the same period. 


Management Surveys! 


The INDIANAPOLIS NEWS 


The Great Hoosier Datly, Alone, Docs the Gob 


@ FIRST in daily circulation. . FIRST in advertising linage .. FIRST in the Hearts of Hoosierdom 


DAN A CARROLL 110 E 42nd St.. New York 
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THE GIFT THAT LASTS! THAT KEEPS HER HEALTHFULLY WARM 
PRACTICAL, SERVICEABLE FOX FUR COATS AT HUGE SAVINGS! 


— 
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FOX FACSIMILE—These ads are Exhibit A in a $1,000,000 "name steal" suit 

brought by |. J. Fox, Inc., against Fox Fur Co. in New York state supreme court 

1. J. Fox claims that the Fox Fur Co. ad, which appeared in 

the Washington Daily News Dec. 2, 1942, was “identical in all respects’ with 
the |. J. Fox ad in the New York News Nov. 29, 1942. 


(AA, June 26). 


Advertising Age, July 3, 19+. 


THE GIFT THAT LASTS! THAT KEEPS HER HEALTHFULLY WARM! 
PRACTICAL, SERVICEABLE |. J. FOX FUR COATS AT HUGE SAVINGS: 


FUR VALUE EXCITEMENT! 
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Grocers May Seek 
Action in Court 
on Vitamin Ban 


New York, June 29.—A ruling 
by New York State Attorney Gen- 
eral Nathaniel L. Goldstein on 
June 23, permitting the sale of 
concentrated vitamins only by 
pharmacists or stores registered 
by the State Board of Pharmacy, 
may be met by court action by 
New York State Food Merchants 


Association, according to A. F. 
Guckenheimer, executive  secre- 
tary. Action on the ruling may 


be taken by the association at a 
convention at Saratoga Springs, 
Aug. 6-9. 

The packaged vitamin business 
is now estimated to total $250,- 
000,000 annually throughout the 
country, with perhaps one-tenth 
of it, or $25,000,000, in New York 
State. Mr. Guckenheimer esti- 
mated that of the state’s 29,000 
grocery stores, 5,000 did a “sub- 
stantial business” in vitamin pills, 
tablets, drops, etc. 

Mr. Goldstein’s opinion, which 
was formally sought by the State 
Board of Pharmacy on June 9, 
termed as drugs, and therefore 
subject te restricted sales chan- 
nels, all concentrated vitamins 
specifically recognized in the offi- 
cial United States Pharmacopoeia, 
the official Homeopathic Pharma- 
copoeia or the National Formulary, 
or any supplement to any of them. 


Gilmore Named A.M. 


of National Battery 

L. G. Gilmore has been ap- 
advertising manager 
Company, 


of 


pointed 
St. 


National Battery 
Paul, replacing 
Kenneth Daw- 
kins, now in 
the Navy. 

Mr. Gilmore 
was formerly 
an executive of 
Twin Cities 
war plant, and 
for 14 years 
was with the 


ipartment of — 


| tric 
|Gould Commercial Division, 


| Two Name Hackett 


to 


General Elec- L. 6. Gilmore | 
Company. — 
In his new position, he will direct | 
automotive and industrial adver- 
tising for National Battery and its 
De- 
pew, N. Y. 


M. H. Hackett Company, New 
York, has been named to handle 
advertising for American Bantam 
Car Company, Butler, Pa., and 
Schoble Hats, Philadelphia. 


WHIT Joins MBS | 


Station WHIT, New Bern, N. C., 
operating on 250 watts, 1450 kilo- 


cycles, will join Mutual this sum-| 
mer as soon as lines are available, | 
bringing the MBS affiliate total} 


226. 


War Has Killed 200 
British Agencies, 
Slocum Reports 


New York, June 28.—The num- 
ber of British advertising agen- 
cies has been reduced during the| 
war from about 500 to 300 or less, 
said Lorimer B. Slocum, director 
of foreign offices of Young & 
Rubicam, before Export Advertis- 
ing Association here today. Mr.| 
Slocum recently returned from a| 
two-month visit to England. 

British government advertising,| 
he explained, “is placed through a| 
pool of some 30 leading agencies, | 


some of them strictly British and| | 4 : 
: i] 


others American.” 

Volume of advertising there) 
“has been fairly steady in recent 
months. Food volume is down 
slightly, but number of food ad- 
vertisers has increased. Drug ad- 
vertising is off about 6% and au- 
tomobile about 15% from a year 


ago.” 4 
Brands of many items, Mr : 
Slocum said, have disappeared} 


“This is true of soft drinks, beg 
cause of delivery zoning regula-§ 
tions, and of margarine and flour 
Margarine manufacturers continue 
to advertise.” 

Newsprint quota of British pub- J 
lishers recently was_ increased@ 
from 19% to 22%2% of prewar 
use. 
cates a growing tendency to favor 
the type of program made possible 
by commercial broadcasting,” Mr. 
Slocum said. 


Kemmerrer Forms Agency 


V. A. Kemmerrer, formerly with 
Lockheed Aircraft Corporation, 


Burbank, Cal., has formed his own i 
with® 


agency, Kemmerrer, Inc., 


British public opinion “indi- @ 
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offices at 1585 Crossroads of thej 


World, Hollywood. 


SHOW YOUR SKILL In Getting Som i 


Vital War Message Into Every Piece of 
Printing. 
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‘i 

i. is seldom that any civilian industry 
is singled out specifically and given an essen- 
tial wartime job which, at the same time, in- 
sures continuity of dealer function and an 
advance opportunity for reconversion.” This 
is just what has happened for the heating in- 
dustry as is indicated by the letter at the right. 


DOMESTIC ENGINEERING is proud of its part 
in developing information upon which the gov- 
ernment based its decisions for allocations and 
for the manufacture of heating equipment. 
DOMESTIC ENGINEERING’s continuing eiforts 
will be in the direction of assisting all branches 
of the heating industry in discharging their 
unprecedented responsibilities vital to the suc- 
cessful completion of the fuel conservation 


program. 


DOMESTIC ENGINEERING offers manufactur- 
ers a market which is a reality today ... itis a 
rapidly expanding reality. Full assistance and 
information to help manufacturers of heating, 
plumbing and air conditioning products reach 
the Domestic Engineering Market are available 


on request. 
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Plumbing, Heating and 47ix Conditioning 
1900 PRAIRIE AVENUE 
CHICAGO 


A special letter to 
4 you from Donald Nel 
postal the June issue of DONESTIC ENGINEERING. I “on 
= me upon the heating industry the responsibili 
paar mle selling and installing 
ately one milli j j 
ce. on heating jobs. 


It places 
ty for manu- 
ea equipment for 
18 our job, as 

to see that this equipment is sold and installed ro 


time to avoid seriou 
a. s suffering and curtailment of war pro- 


ditt ENGINEERING explains the recent 
pn pape fe) na, cone material allocation which makes 
ae _ acture of 803,000 heating control wnits, in 
eh Baie Binge production this year of 3,486,600 other 
Ye rng Ols and heating accessories, Through this ex- 
ee te Dagny materials, the Government hopes to save 
ti ns of coal against tue estimated shortage of 
on tons foreseen for this coming winter. af 


7 


ia SE id seldom that any civilian industry is sin-led 
rr sheng: y and given an essential wartine job wich at 
patient me, insures continuity of dealer function and ou 
pose ed SS for reconversion. From tue standooiat of 
eg ’ rom tne standpoint of national obligation it i 
Hat our industry fulfill this assignment. _ 


if, "So yours, 


DOMESTIC ENGINEERING 


— 


DOMESTIC ENGINEERING CATALOG DIRECTORY 


oe 


DOMESTIC ENGINEERING PUBLICATIONS 


DOMESTIC ENGINEERING + INSTITUTIONS MAGAZINE 


1900 PRAIRIE AVE., CHICAGO 16, ILL. 


a 4 


e " 


Ae 
. 


ee 
‘ a tas : 
OF 4 
rr. 4 . 
a 
i“ 
a 
oe 


Pr 


al 


_ 


4 . A he £ - 
. ‘ : : fi : « ’ = eo 
, ' a rn ‘ : : Aarts ; = = “ . : m 
= o ee i seni A 
‘ - ri : ~ a poe ag re 2 
: ; . ean: 
= i? iis aad a. i el ea ; f> fe cae ees co Wars 
=a Eee a re yeti (2 ae ee ae 
ERR pe Age YF GOS... Raa pene (> aan ty . / Lg doe er a 
ep eases ere hee a me are Sc 
—— AS oR aie a — Tiles. nose 
4 ‘ : " eee en aE ae i i Sa ott ed seg oh ©. j “3? - ee fe 
' : $ n ea A = Sine ee EY Sie a ' 2 = er 
A as : a ei. as a SO og: 0 Ee yf oe ~ ¥ ae ge 
ae ae i ee igegees Pe ae aa . ee ae = oe or sisi i : = - # Bs dais 
RR ce ee . 4 ops ? ; FED Scr tee? persis. A OF i es Be 
ichbie Coe REDS Y oem wah BP rSs Pe ae 
“* Te re _ il A” ~~ == : 5 x ae; sp ee = 2. % - & ef, F 24 oar i eee 
ae ee ae . ae Siete oe ee us ee eee 
a5 aa: ie; ee, — re 7 hee a ai : se fumed 2 
~—eemec ree ae ae "uh . i “= i st E woe - a i, ae ogee aoe é _ 
: a eo we ae aes os 0-5 ; = e-= a Lj Ces . e Time ka ae a 7 8 “St. ' R a Ss 
| 7 md rh te, a ij a ee ee ula oy} Bal th wae 7 Tianhe : = 
rae if - + ail ie. : ss 3 
. tin a 4 eaens $2 ‘. : et thea, 7 7 ~~ ee sae a ; 
a r * ah NS eas, cee eet isha in. ete = : 
Bi | p> to £ as : © 4 roar SF 7 La wy i. : : . * 
a ar : bon yf ee PS ee ae ; Win, 
| : . ee Oe ee in PER eee BA Ota 
| é ie en ON ba. ees en Pde came © os ae oo ae » 3 : eee nS be a 
ee - at y P a Re & Ae iy ae : 
pein v bs a . ee ‘ : 3 
a ” -j en 
ves poereres mag ) ee = . 
on eee See tee és Sowa J bs an sl 
i f ei HN * | 
4 mee 
, = . ' : | : | 7 | | 
a all nd 
: : re — ee “Ss : ; aa ; a 
im ™ 4% 
: cia i as 
¢ a fs 
" ik 
| a ; ee -—e = 
: a sil = i = " 3 
_ : — oe 
x a 4% 
, | 9 a aes io h 
- a pia =" 4 : 
—COcLrwae = | >" 
a| ; A eal 
a ie 4 
a} fo all Manufacturers a = é . 
| 0 eae in the Heating Industry: a 
i ies Ph as, “: 2 
"eb ay 4 om 
it ae ; 7 oa 
nN = 5 a 
| ‘ ee Fi, 
ima on a} 
i} a : oe: 1 ea 
l- ; ps wo 3 Ss t. 
. § ‘ 
P ——— , 
ae a 
ir , ) ay ioc 
at a ge 
—_ ee 3: 
e a Ve ° Se e 
a- _ a9 tal 
ir _—  . > 
ik 3: i, een ee -” ae 
ei Boe er a 
vat a 7 a ore 
‘ ! . 
JO! a ‘ “ 
ble ; a or eet 
q 4 
Mir. | .. 
vith — 
Wl es — es : A 
: y¥ Ps a —— . # 
vith 3 } ims ——_ a 
the £ _—<mawee e ae 
— ‘e i mY a oe : 
a. _ ee iil cok, 
5 a ed — * a A Ww) \ ‘eee aes 
{ < 9g ® SE oe \ Nw ~N | , Fad — a ; on™ 
3 - se tim Ss / ) ~~ 7 
Some & yy, - ‘ wo zeve ~ ' 
of Fo = ' ” ————<« 4 
ce : | ~~ . : 
x i - e{er.nwe- — 
' a ‘\\er Ny) \ om vied 
at @ 4 ) ) ; ‘ek 
i 5 ro iY SC i: s 
x at st ~ ~ - j Sat 
4 v ' ' ) aa 
ae | 4 <i ; 
ws F ¥ \ iy SA e or . 
bie f ae Pea Wn te, 
, i “= . . Fe Fe A ra : 
ae -— oi rs _ ve Sgtlge = lee 5 
“s cs © ; rp ch c i es as 
_ : * Se 7 Pee te if ee aan 
% Rs * . 
rl . . T Es o f % 
‘e : > = ; ee = 
A y a ——— - 
i] "8 a i 25) ie ‘ 
i \ ‘ok ~ Z F —— 
tS Hi —_ Pet al 9741) 
] i ; ~ ee = ih vy * ae: 
h ' 4 ~~ - A : Ae: wen g 
i pr . - : a4 ' “ = 
q i Mtge | : ; eT ee TU 
: 5 J ? Sit ae yt ER : es : 
4 Vue | Pn a 0G BE) 4 
+ ‘ at , Ue °4 io" | As e ns Z) 7 
r* ; ALOE - YS 4 x 
i , ‘ «ait ; . t, ia se ‘ Ps » AN a | 
% ) sata : i k cs, a _ mae ‘ > w= mee 
a , Bs oe ee > 
3 o ‘ io ee y 
; ‘  s [ 
% "st *, ee 
= ’ * Fi s 7 
4 . . 
. - s 


Continued Use of 
Classified Urged 
by WMC Director 


Washington, June 29.— Con- 
tinued use of classified advertising 
to recruit manpower for war and 
essential civilian industries was 
urged by War Manpower Chief 
Paul V. McNutt today, in transmit- 
ting to regional and area manpower 
directors a statement of the steps 
that should be taken to gear classi- 
fied advertising to the new man- 
power priority referral plan. 

At the same time Mr. McNutt 
advised the ANPA and the News- 
paper Classified Advertising Man- 
agers that modifications in the 
current classified advertising 
working agreement had _ been 
adopted which would make it 
possible for employers to continue 
to take advantage of this “most 
powerful and effective medium.” 

Changes in the working agree- 


ence of WMC officials and repre- 
|sentatives of the classified adver- 
|tising managers. For the most 
part they called for closer coop- 
ieration between newspapers and 
ithe local USES, with newspapers 
|asked to make sure that at least 
jone member of their staff was 
familiar with hiring rules. 


Two Changes Made 


The new agreement provides for 
two changes in view of controlled 
hiring of all males over 21: 

1. Whenever possible newspa- 
pers should carry a general state- 
ment at the head of the help 
wanted columns clearly indicating 
that worke’s subject to priority 
referrals must be cleared by the 
USES or other authorized chan- 
nels. Use of such a statement, 
it is pointed out, will save space 
in individual advertisements. 

2. Where no_ such _ general 
statement is used, each advertise- 
ment should include a statement 
indicating that only workers 
available under WMC regulations 
should apply. 

Employers who are authorized 
to hire subject to priority referral 
whether or not they are exempt 


— were demanded at a confer- |from 


the necessity of clearing 
their workers with USES, are 
urged to advertise, provided each 
advertisement warns that work- 
ers must meet WMC require- 
ments. When local conditions per- 


‘mit, any employer, including less 
jessential employers, may advertise 


for workers who are excluded 
from priority referral, such as 
women. 


No assurance was given, how- 
ever, that workers responding to 
an ad would be assigned to the 
advertiser. 


Praises Newspapers 


The new agreement discourages 
publication of wage rates or the 
mention of postwar opportunities, 
which “may in some cases be dis- 
ruptive of war manpower com- 
mission efforts to stabilize em- 
ployment in essential industries.” 

Where space is short, classified 
managers are asked to give pref- 
erence to advertisements for es- 
sential and locally essential ac- 
tivities. 

In a letter to Cranston Wil- 
liams, ANPA_ general manager, 
Mr. McNutt said, “Classified ad- 
vertising has proved to be one of 
the most effective and powerful 


|media we have 
|workers for war 
| civilian industries. 

“The extended manpower pro- 
gram will not lessen the need for 
that important media. Quite the 
contrary, now more than ever, 
classified advertising can be an 
invaluable aid in helping to solve 
our present crucial manpower 
problems. 

“It can play a vital part in get- 
ting workers into the USES of- 
fices, especially male workers for 
whom there, is such an urgent 
need. Through proper use of its 
columns, classified advertising also 
can perform a great service by 
helping to reduce turnover and to 
eliminate advertising which may 
have a disruptive effect on the 
labor market.” 


in recruiting 
and_ essential 


Research Head Named 


Willard Freedman, former in- 
structor and lecturer in economics 
and statistics at the College of the 
City of New York, has been named 
head of the research department 
of Pick-S Graphics, New York, 
producer of graphics for ,advertis- 
ing agencies and public relations 
counselors. 
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NASHVILLE, INDIANA... Nice To Come Home To 


From the green-lawned homes within the town, 
From the fertile farms beyond, along the red-sand 


roads, 


From the cabins clinging to the hillsides... 

To all the places of the earth where war is waged ... 
Sweethearts, brothers, sons and fathers 

Have gone from Nashville. 


So relatively few, you say? 
No, they are relatively many out of few! 
So many blue-starred flags wait in the windows; 


So many anxious he 


arts greet each tomorrow 


With hope, with apprehension... 
Eagerly snatching at morsels of news. 


Their precious letters have replaced tall tales. 
When cronies gather at the Liars’ Bench: 


\cross the grocer’s c 


ounter, tidings are exchanged: 


“John’s won his corporal’s stripes”. 


“My boy’s at Anzio”. 


“The wire said ‘killed in action’ ”. 


But they'll come back 
To the green-lawned homes 
And the hillside cabins... 


9 


and the fertile farms 


Back to Weedpatch Hill, and Salt Creek, 
And Echo Lake, and Yellow Wood Lake... 


For these are wonderful to come home to. 


Meanwhile, this is our sacred trust: 

To follow them around the earth, 

And bring the news of them to these friendly homes 
Where ours is a welcome familiar voice. 


wLlw 


The Nation’s Most Merchandise-able Station 


DIVISION OF THE CROSLEY CORPORATION 


Advertising Age, July 3, 1944 


Grumman Aircratfi 
Begins Campaign 
Through Hoyt 


Bethpage, N. Y., June 29- 
Grumman Aijrcraft Engineering 
Corporation, moving its account 


from L. E. McGivena & Co. to 
Charles W. Hoyt Company, has 


begun a test campaign in news- 


— 


AIRCRAFT ENGINEERING CORPORATION Bethowge (i ny 


papers of Nassau County, N. Y., 
land New York City, which may 
‘lead to its first large - scale and 
consistent program in general 
|media. Grumman’s expenditure, 
|as plans materialize, may exceed 
| $200,000 a year. 

| Initial ad in the test series 
|shows Grumman fighter planes on 
|a carrier’s deck, and quotes a tele- 
|gram from Rear Admiral A. W. 
| Radford, Washington, saying that 
|Grumman Hellcat planes “‘contrib- 
_ uted heavily” to recent Japanese 
| plane losses in the Pacific. 


‘Sentinel’ Boosts Drive 

| Using an official Treasury De- 
|partment advertisement to back 
| the 5th War Loan drive, Sentinel! 
Radio Corporation, Evanston, IIl., 
| ran full pages in all six Chicago 
| dailies on the opening day, June 
12. Evans Associates, Chicago, is 
the agency. 


| Heads Dealer Division 


J. A. Lewin, who recently re- 
joined Goodyear Tire & Rubbe: 
Company, Akron, after a_ three 
years’ absence has been appointed 
manager of the company’s deale1 
| division. 


Directs Detroit Agency 


Mrs. Florence Matthews, space 
| buyer with Florez, Phillips & 
| Clark, has been promoted to vice- 
| president and managing directo) 
| of the Detroit marketing company 


| I. More key officials in Wash- 

ington read TIME regularly thar 
| readany other magazine, howeve 
| big its circulation. 


vote TIME the most import: 
U.S. magazine that carrié¢ 
advertising. 


| 2. The members of Congre: 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20,N. Y. @ 
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What? No 


ACK in Neanderthalia, a couple of brothers 
found themselves up a tree. 


Because the elder liked looking down on 
the world from his airy perch, he decided 
against mixing with the crowd who had their 
feet on the ground. 


He stayed up in his tree... the ape! 


The younger, a progressive fellow, climbed 
down. His descendants became... MAN! (Or 
so Darwin said.) 


Apparently, evolution...and growth... 
require a willingness to try new experiences 
...to mix with the millions on common 
ground. 


There is a publication, delivered through 
15 great Sunday newspapers, which mixes 
with the masses. It’s “the life of the party,” 
attended every week by over 6,000,000 fam- 
ilies who laugh with Dagwood and Blondie; 
put themselves in Jiggs’ and Maggie’s places; 
gasp at the wonders pictured for them by 
“Believe-it-or-not” Ripley; get a human 
thrill from the pictured stories of Tillie the 
Toiler, Skippy, and Prince Valiant. 


This publication is Puck-The Comic Weekly. 


Evolution ? 


It is common ground —where a /imited number 
of products make friends with over 20 million 
possible buyers every week. 


Its very human-ness is what sells it to its 
readers. 


Today when a business man is inclined to 
look down on the human-ness of Puck-The 
Comic Weekly, as an advertising medium, 
chances are he’s unknowingly edging his prod- 
uct out on a limb. 


Certainly he isn’t letting his product meet 
its prospects on common ground. 


Puck’s human-ness wins amazing responses. 
When Chic Young, in “Blondie,” was prepar- 
ing his readers for the birth of Cookie, second 
child in the Bumstead household, he asked 
suggestions for a name. In two weeks he had 
400,000 letters, and hundreds of gifts; layettes, 
cribs, highchairs, carriages, diapers, bottles, 
etc., to furnish the new nursery. 


To learn more about the advertising oppor- 
tunity offered by Puck, write or telephone to: 
Puck-The Comic Weekly, 959 Eighth Avenue, 
New York 19, N.Y., or Hearst Building, Chi- 
cago 6, Ill. 


enew Gy Vi Vi 


Following are the names of the 
manufacturers whose advertising 
has appeared in Puck since 1931 


Baver & Black Ltd. 
Bendix Aviation Corporation 
Walter J. Black, Inc. 


Chesebrough Mfg. Co. Consolidated 


Chrysler Corporation 

The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 
Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Doughnut Corp. of America 
Eversharp, Inc. 

Frank H. Fleer Corp. 

F. W. Fitch Company 
General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

The Grove Laboratories, Inc. 
H. J. Heinz Company 

Geo. A. Hormel & Company 


International Cellucotton Products Co. 


The Andrew Jergens Company 
“The ‘Junket’ Folks” 

(Chr. Hansen's Laboratory, Inc.) 
Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 
The Lionel Corporation 
Maybelline Company 
The Mennen Company 
Pepsi-Cola Company 
The Pepsodent Co. 

Pillsbury Flour Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 
Raiston Purina Co. 

R. J. Reynolds Tobacco Co. 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 

Swift & Company 

Twentieth Century Fox Film Corp. 
Unicorn Press 

U. S. Army Recruiting Service 
Van Camp's, Inc. 

Wilson Chemical Co., Inc. 
William H. Wise & Co., Inc. 
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Ist AFA District 


Devotes Meet fo 
War Effort Copy 


Swampscott, Mass., June 27.— 
Ninety per cent of the best adver- 
tising in America today uses the 
home front as its topic, John Ster- 
ling of This Week Magazine told 
the annual convention of the First 
District, Advertising Federation of 
America, here today. He labeled 
ads depicting soldiers and planes 
as “boastful advertising” of the 
concerns making war products and 
as of little service to the public. 

Comparing advertising in World 
Wars I and II, he said that the 


|advertising business 
‘only $2,000,000 worth of space to 
|the war program in the last war, 
whereas in 1943 alone the adver- 
tising business contributed $350,- 
000,000 worth. Moreover, he re- 
called, the principal World War I 
themes concerned the wheat short- 
age and the railroad crisis only, 
while today a wide variety of 
home-front problems is being at- 
tacked. 

T. F. Repplier, executive director 
of the War Advertising Council, 
told the 500 advertising men and 
women at the two-day conference 
that commercial advertisers will 
probably spend $400,000,000 in 
1944 for war program ads. 


Sees Increasing Need 


Selling the public war bonds 
and anti-inflationary measures 
will be increasingly difficult from 
now on, he predicted, and he sug- 


contributed | gested that the basic job of keep- 


ing up public support for such war 
services rests with local groups. 

Kenneth Hinshaw of West 
Springfield, advertising manager 
of the Eastern States Farmers’ 
Exchange, was elected district 
governor, succeeding Bertil I. 
Becker of Howard Bros., Worces- 
ter. John J. Zudekoff of Western 
Union, New Haven, Conn., was 
chosen Ist lieutenant governor; 
Frederick W. Bliss, retiring presi- 
dent of the Boston Advertising 
Club, 2nd lieutenant governor; 
and Mrs. Mabel Rennie, Albert 
Steiger, Inc., Hartford, secretary- 
treasurer. 

Joe M. Dawson, AFA president, 
gave J. Roger Nowell, president 
of the Springfield club, the AFA 
award for second place in the con- 
test among clubs doing the best 
job in war service in communities 
under 300,000 population. 


Treasury Names Surplus 
Sales Head for Autos 


First of an undetermined num- 
ber of division chiefs to handle 
the sales of various types of sur- 
plus consumer goods was named 
June 28 with the appointment of 
Lee W. Moran, Pittsburgh auto- 
mobile dealer, to head the Treas- 
ury Procurement’s automotive di- 
vision. 

In announcing Mr. Moran’s ap- 
pointment, Ernest L. Olrich, in 
charge of surplus sales for the 
Treasury Department, promised 
that automobiles would be sold 
through normal trade channels, 
but he said they would be directed 
toward dealers in areas where they 
were most badly needed. Par- 
ticular efforts will also be made to 
make surplus parts available to 
the consumer as quickly as pos- 
sible, Mr. Olrich said. 


Wx has demanded priority rights 
to every recent human idea. 

When it’s all over and we get back 
to peacetime pursuits, 
able flood of these ideas will be 
adapted to every-day use. We'll ride 
better, live better, eat better. Almost 
everything that we were familiar 
with before the war is due for im- 
provement, or will be replaced by 
something new and better. 

The foregoing is a certainty, but 
it is also a certainty that these new 
things will not be available imme- 
diately the war ends. 
time to turn from war to peace. Call 


The shape of things to come 


an unbeliev- 


one newspaper. 
It will take 


i 


the process of adaptation evolution 
rather than revolution. 


Added to the responsibility of 
change-over is that of acquainting 
the public with these new things as 
they come along. Here a suggestion 
to manufacturers is in order — the 
large centers of population, such as 
Philadelphia, offer the quickest 
route to product familiarization and 
sales. Philadelphia is a particularly 


That newspaper is The Philadel- 
phia Evening Bulletin. It is a home 


ership and 


to wartime. 


advantageous market, for nearly 4 
out of 5 of its families are reached by 


newspaper in this city of homes, 
with access to the entire family. Its 
circulation exceeds 600,000, the larg- 
est evening newspaper in America. 
As befits the leading Philadelphia 
newspaper, it maintains high read- 


prestige despite the 


problems and handicaps peculiar 


IN PHILADELPHIA — 


NEARLY EVERYBODY 


READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 


Advertising Age, July 3, 1944 


NAB Seeking Wac 
Ad Confab with 
Young & Rubicam 


Washington, June 29.—Nationa] 
Association of Broadcasters is try- 
ing to arrange a conference with 
Young & Rubicam to explore the 
possibilities of switching the Wa: 
Department’s advertising for Wac 
recruiting to radio, Lewis Avery, 
director of broadcast advertising, 
said today. 

Mr. Avery said he hoped to ar- 
range the meeting for some time 
next week, but he refused to say 
whether or not either the Army 
or its agency had commented on 
an NAB open letter urging that the 
entire account, amount to $1,500,- 
000 in the past two years, go into 
national and local radio. (AA, 
June 26.) 

The NAB suggestion had been 
based on Wac recruiting figures 
printed in ADVERTISING AGE June 
19, which showed that the Wacs 
were at only 40% of their author- 
ized strength. Commenting that 
Wac advertising had been concen- 
trated in newspapers, Mr. Avery 
wrote that “results so far leave 
something to be desired.” 


Alcoa Starts Blue 
Series This Fall 


Aluminum Company of America, 
Pittsburgh, will resume its insti- 
tutional radio advertising early in 
the fall with a dramatic series on 
the full Blue Network, Sundays, 
3:30-4 p. m., EWT. Details of the 
new campaign will not be an- 
nounced for another week or so, 
according to Fuller & Smith & 
Ross, New York, agency in charge. 

Alcoa began.a network cam- 
paign last fall when it sponsored 
a half-hour series titled “Lighted 
Windows” on NBC, Saturday 
mornings at 11:30, discontinuing 
that program May 27. 


SPOT-RADIO 
IS PERFECT FOR 
HITTING THE 
MARKETS YOUR 
SALESMEN MUST 
NOW Miss! 


Exclusive 
National 
Representatives: 
NMED 6444060040000 0880qnN Buffalo 
PME “euGebadecdaseesbeaeadtes Cincinnat! 
Perr or Tre tree yt Duluth 
| rrr Fargo 
Co er tre Indianapolis 
2) | errr Kalamazoc 
BE skceteiseecuoes cceaswe Kansas City 
MUMMY 4066546000 050n00000saewe Louisvill: 
. area Minneapolis-St. Pau! 
0 SFr rr rer errr { 
SSS eer ee 
, re eee are Syracus« 
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BEE Die cldvevas oaReeea eee ee aa Des Moine 
WEEE 4600 409 00/9'9-07 0040005044605 Davenpor 
Re ere Shenandoa 
SOUTHEAST 
2, SSP e eee ere re tere. Baltimor 
CE £44446. 00 0a SR ESO OREM REARS Charleeto 
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WEEE, 44604 rad eeaeeeeEeweN Roano 
SOUTHWEST 
 MEFCRPE Ee eee Albuquera! 
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PACIFIC COAST 
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Re Se Oakland-San Francis 
EE: 443660540200 608 bead Cees ee 
BE. Kadasdsstkaadande Fairbanks, Alas} 
| and WRIGHT-SONOVOX, Inc. 


oF 
| For latest radio information, call 


FREE & PETERS, 1. 


| Pioneer Radio Station Representatit 
Since May 1932 
| cHIcaGo: 180 No. Michigan...... Franklin 63 ° 


NEW YORK: 444 Madison Ave...... Plaza 5-4! 
ATLANTA: 322 Palmer Bidg.......... Main 56 


SAN FRANCISCO: (ti! Sutter........ Sutter 48 


| MOLLYWoop: 6381 Hellywood Bivd......... 
Hollyweod 2! 
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—400,000 strong, a composite “Neighborhood Salesman” for 
everything you make... your market for postwar America 


\| E, I’m all thumbs. Never fixed anything in my life. 
“TI leave it to the 400,000 Mr. Fix-Its, who go to the 


sstands each month and buy Mechanix Illustrated. 


Advertising Director 
Fawcett Pustications, In« 


\ ANY an advertiser gets year-round “sales represen- 
tation” in every city and town and hamlet in Amer- 


by putting this book of ours on their schedules. 


believe it to be sales representation of the strongest 

lor it comes in the form of word-of-mouth talk 
recommendations and testimonials about hundreds 
roducts—known to the neighborhood mechanical 
les through our advertising pages, principally in the 


uit of their hobby. 


And note this, please: These 400,000 Mechanix 
Illustrated newsstand buyers create an area of mechani- 
cal influence, wherever they live. They can fix almost 
anything. Washing machines and electric iron cords. 
lloor lamps and flivvers. Model plaites and lawn mow- 
ers. Burnt-out fuses and stopped-up drains. Leaky roofs 
and dripping spigots. Thus, they are a tremendous 
replacement-parts market, to keep neighborhood gadgets 
working until the war is over and the postwar buyers’ 


market sets in. 


Just to give you an idea of the standing of Mechanix 


Illustrated with these neighborhood Mr. Fix-Its, here 


are some facts: We have the largest newsstand circu 
lation in our field in America ; 97 out of every 100 who 


buy Mechanix /llustrated, buy it at the newsstands. 


Three years ago, we averaged 170,000 circulation at 


10¢. Our delivered average for 1943, at 15¢, was better 
than 400,000 per month. 


Try us yourself in 1944. See how we can help you 


“tool-up” for postwar selling —today. 


One of the great family of Fawcett Magazines 
MEGHAN Kan 
MUS TRATED 


FAWCETT PUBLICATIONS INCORPORATED 


New Yort } ( ‘ uf 4 
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Candy Council's 
Appeal Carries 
Wartime Flavor 


(Picture on Page 63) 

Chicago, June 29. — With a 
strictly wartime flavor, the Coun- 
cil on Candy of the National Con- 
fectioners’ Association next week 
will launch its two-year $1,000,000 
ad campaign, via Leo Burnett 
Company, with a full-color Satur- 
day Evening Post page headlined 
“Break out the candy.” 

“This war, beyond the shadow 
of a doubt, has built a great new 
place for our old friend, candy,” 
copy declares, explaining why the 
Navy “breaks out the candy” when 
the going’s at its toughest. “Men 
need relaxation” and “Men need 
quick energy” are the two main 
reasons, the Council says. 

The initial ad in the new indus- 
try drive will also appear later 
in July in Sunday roto sections 
of the Metropolitan Group and the 
August Parents’ Magazine. Sec- 
ond in the series, featuring testi- 
monial copy by war correspondent 


Ernie Pyle, is to run in the Aug. | 


14 Life and the September issue | 
of Parents’ Magazine. This adver- 
tisement plays up the fact that 
candy is specified for service men 
by not only the Navy but the 
Army and Air Corps, “because | 


keeps at high temperatures, or 
low; combats thirst; and is easily 
and equitably divided.” 

While the opening message is 
confined to a war slant, the tight 
civilian supply gets a mention in 
the follow-up, treated this way: 
“Naturally there is less candy for 
us here at home,, but isn’t the 
dramatic proving ground of the 
war giving us.a brand new, grand 
new appreciation of candy as a 
food?” 

More than half of the first year’s 
|budget of $500,000 has already 
been raised, Theodore Stempfel, 
Council chairman, revealed last 
week at an industry meeting, at 


which manufacturers and whole- 
salers were urged to contribute to 
i\the campaign cost. Wholesale 
|confectionery manufacturers and 
| manufacturing retailers are asked 
to subscribe 1/5 of 1% of 1943 
|sales; jobbers, 1/10 of 1% of °43 


sales of their own products; and | 


suppliers, brokers and salesmen, | Named Westinghouse 


and confectionery retailers an 


amount “based on interest in the Institutional Manager 


confectionery industry.” 

A similar subscription is to be| Westinghouse Electric 
1943, has been 
appointed insti- 
tutional adver- 


Bremer Seeks Video 


| Bremer Broadcasting Corpora- | {Sng oe 
: : : e was former 
|tion, owner and operator of Sta-| ly manager of 
| tion WAAT, Newark, has applied | the war housing 
|to the FCC for a commercial tele- | didlos of Lib- 
|vision license. Bremer holds al bv-O -Ford 
“sie . | by-Owens - For 

|priority with Allen B. DuMont) Gas C 
. ; ass Company, 
| Laboratories for postwar delivery Toledo, and pri- 
land installation of complete tele- ~~ te that was 
with Sun Ad- 


casting equipment. 
vertising Com- 


C. E. Rickerd Closes, pany, Toledo. 
Joins Zimmer-Keller 


tising agency, which specialized in |duction department. 
food, beverage, insurance and in- 


Before starting his own agency, Chap Stick Company, 


ard Accident Insurance Company. |! ing. 


Richard C. Carr, who joined 
& Mfg. 
sought next year to complete the|Company, Pittsburgh, in October, 
candy is an energy builder, and a| Present industry drive. 
quick one; takes up small space; | 


Richard C. Carr 


dustrial accounts, to join Zimmer- . * 
Keller, Inc., Detroit. Chap Stick Appoints 


Advertising Age, July 3, 1944 


Canada Lifts Ban 
on Imports of 
Variety of Goods 


Ottawa, Ont., June 29.—A store- 
wide list of goods and merchan- 
| dise of all types may again enter 
Canada after Aug. 1, with an- 
nouncement this week that the 
|government will cancel its pro- 
\hibited list under the War Ex- 
change Conservation Act. Imports 
under this banned list ran to $56,- 
/000,000 a year in 1940. Under pres- 


In his new position Mr. Carr \ent war restrictions on supply and 
will have charge of institutional 
Effective July 1, C. E. Rickerd|copy, Westinghouse radio commer- |under the price ceiling, it is esti- 
has closed his own Detroit adver-|cials and the public relations pro- |mated that imports will now start 


|the difficulties of sale in Canada 


flowing from the U. S. at the rate 
\of $20,000,000 a year. 

| Some of the items now freed in- 
| clude: soaps, paper products. 


Lynch- |ready-to-wear clothing and fur- 


Mr. Rickerd was assistant adver-| burg, Va., has appointed. Lawrence |nishings, hats, china and glass- 
tising manager of Chevrolet and|C. Gumbinner Advertising Agency, 
‘director of advertising for Stand-| New York, to handle its advertis- 


ware, perfumes and toilet prepara- 
tions, bathtubs and sanitary fix- 
tures, foodstuffs of many types, 
tobacco products, paper bound or 


. 


YOU'RE IN THERE, BIG BOY! 


N. W. AYER & SON, INC. 


@ Philadelphia ° New 


York ° Chicago ° Detroit 


Some of the stiffest jobs of the war are the snaking, 
hauling, dredging, dragging, yanking and shoving 
by heavy-duty “Caterpillar” Diesel equipment. 


Tough men and tough machines get done what 
can’t be done. 


Caterpillar Tractor Co., maker of “Caterpillar” 
Diesel tractors, motor graders, engines and electric 
sets, has been our client for nearly 16 years. 


° San Francisco . Boston ° Honolulu . London 


unbound “‘pulpies,” liquor, canned 
goods, pickles, biscuits, silverware, 
|patent leather, etc. 


Must Cut Prices 


Because few if any of these 
items have been sold in Canada 
under the present overall price 
ceiling policy, Donald Gordon, 
chairman of the Wartime Prices 
and Trade Board, warns that im- 
porters will have to make applica- 
tion to the appropriate administra- 
|tor to obtain a price in line with 
the base period price of Septem- 
ber-October, 1941. He warns that 
all goods now imported must sell 
in Canada under the ceiling regu- 
lations. It is expected that these 
regulations will operate to exclude 
many articles now otherwise avail- 
able, since few if any of the items 
now freed are eligible for subsidy 
under the WPTB regulations. 
| Some items such as shrubs, florist 
|stocks, etc., which are not under 
|the Canadian price ceiling are ex- 
|pected to enter in larger volume 
than in 1940. 


Conservation Act was introduced 
‘in 1940 at a time when the U. S. 
|was not at war and when Canada 
|was desperately in need of con- 
|serving her U. S. dollars. At that 
| time a war exchange tax of 10% 
|was imposed on all imports from 
the U. S. and at the same time a 
wide list of goods was prohibited 
from importation. It is this list 
(part 1 of the act) which has now 
been repealed. 

In addition ‘to items such as have 
been named above, the ban has 
now been lifted on a wide variety 
of durable consumer goods such a 
automobiles, radios, electricai ap- 
pliances, refrigerators, vacuun 
cleaners, etc. These goods are nov 
free to enter Canada but sinc 
they are not available in eithe 
country at the present time, th 
removal is only of future interes’ 

At the same time tariffs, dutie 
and taxes on agricultural imple 
ments were lifted. 


Rogers Succeeds 
Stauffer at OPA 


Curtis E. Rogers, partner an 
sales manager for Bedford Proc 
ucts, Dunkirk, N. Y., manufat 
turer of jellies and fruit juices, h: 
|been appointed chief of the pro: 
lessed foods branch of OPA r¢ 
'placing Kenneth E. Stauffer, w! 
|has been named food distribut: 
in Italy for the Foreign Econom 
| Administration. Mr. Rogers, w! 
j\for many years. specialized 
|market research and promotion 
frozen foods, originally came 
OPA in 1942 to set up the sug 
‘and processed foods rationing p! 
| gram. 
| Mr. Stauffer had been wi! 
Sears, Roebuck & Co., and K! 
ger Grocery & Baking Compa! 
engaged principally in the dev 
}opment of new markets. 


WELI Sale Approved 

| The FCC has approved the s: 
of Station WELI, New Haven, 
Harry Wilder, owner of Stati 
WTRY, Troy, and WSYR, Sy! 
cuse, for $220,000. The forn 
owner was City Broadcasting C 
poration, a Bulova enterprise. 


The Canadian War Exchange | 
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88.30% 76.66% 


69.63% d, 66.77% 60.55% 


40.92% 


0.75% 


I look forward weekly to 


s-eiving your excellent publica- 
ton which I find contains a 
2ar and concise analysis of 


*“rld and domestic affairs." 


h. Woodhead, President 
‘\ NSOLIDATED-—VULTEE AIRCRAFT 


1004 Agency Executives and Advertising 
Managers (of consumer goods and indus- 
trial product: ' agree that the most desira- 
ble subscribers are those obtained by 
direct mail... 88.3% of the circulation 
of The United States News is obtained 


Re a 


Every week and week after week the im- 
portant news of national affairs is spot- 


analyzed in pictures, Pictograms and in 


simple English clear, crisp, concise. 


Daniel U Ishley 


Charge of Advertising 


Plaza, New York 20, N.Y 


fev 


lice Preside 
30 Rockefeller 


NEWS OF NATIONAL AFFAIRS~—more than ever important in the periods that li« 
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To Industrial Surveys 


Gordon Buck, with Industrial 
Surveys, Inc., until 1942, when he 
took a special engineering assign- 
ment with Bethlehem Steel Com- 
pany, has returned to Industrial 
Surveys, Chicago, as production 
manager of the national consumer 
panel. Charles C. Luce has been 
transferred from Chicago to New 
York as manager of the organiza- 
tion’s office in that city. 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 


Whitehall 5355 


Boston Apparel 
Makers to Launch 


Extensive Drive 


| Boston, June 28.—Bidding for 
| Supremacy in the quality clothing 
| field, the Boston Apparel Manu- 
facturers’ Guild is readying an 
|extensive advertising and public 
|relations program. 

In an area which in the past 10 
| years has grown from an annual 
|volume of $17,000,000 in apparel 
|production to $77,000,000 and is 
|close to textile resources, the 
|manufacturers will cooperate in 
launching a national program that 
|}includes use of advertisements in 
consumer media, including Charm, 
Mademoiselle and Vogue, via radio 
|and in the trade press. The plan, 
'a project of the Wholesale Gar- 
iment Association of Boston, also 
calls for cooperation with recog- 
|nized schools of fashion in this 
j}area, distribution of a monthly 
|magazine to the trade, employ- 
|'ment of a public relations execu- 
itive and participation in all re- 
|gional trade shows as well as 


|renewal of the Boston Apparel 


Show when ODT regulations per- | 
mit. 

“As an important part of our 
plan,” Laurence H. Richmond, 
executive director of the Whole- | 
sale Garment Association, said, | 
“we will make a comprehensive | 
survey of the labor field, and a} 
special study of the most modern 
productive methods with a view to 
attracting new personnel into this 
market. Intensive work will be 
done to build and maintain a bal- 
anced work force, and to make 
this district an attractive one for 
new manufacturing firms.” 

Under direction of the Men’s 
and Boys’ Clothing Association of 
New England, men’s wear manu- 
facturers here, rated the nation’s 
second largest market for manu- 
facture of outerwear garments, in- 
tend to publicize a “Made in New 
England” slogan. 


Thomson Is President 


John B. Thomson, general man- 
ager of Zimmer-Thomson Corpo- 
ration, New York, manufacturer 
of airplane propellers, has_ been 


elected president. 


Tells Exploits of 
Graham-Paige's 
‘Alligators’ 


Detroit, June 28.—A new series 
of advertisements, depicting the 
manufacturer’s “Alligators” and 
other products in actual battle 
scenes, has been launched by Gra- 
ham-Paige Motors Corporation in 
newspapers and farm magazines. 

Maker of the LVT—Landing 
Vehicle Tracked—the Army’s am- 
phibious tractor, Graham-Paige 
also manufactures other essential 
combat weapons, including preci- 
sion components for aircraft 
engines, naval torpedoes, etc., each 
of which is featured in the series. 
The ads are illustrated by John 
Coppin from actual combat photo- 
graphs furnished by the various 
branches of the armed forces. 
Under the illustration is an ex- 
cerpt from the official report of 
the action shown, with copy writ- 
ten around the combat report from 
that branch of the service partici- 
pating in the battle. ® 

The ads are individual units and 


SEEDS 


AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


OF PL 


No. 9 of the SEEDS series 


IN THE FIELDS 


PROSTHESIS IN PLASTICS 


Simulated fingers, toes and other features 
are being sculptured of plastics having 
the fee! and appearance of human skin. 
They also allow room for mechanical 


aids to normal functioning. 


SETH THOMAS IN PLASTICS 


Lack of brass to house ships’ clocks al- 
most precipitated a crisis until plastics 
were tried. Now the housings of famed 
Seth Thomas timepieces are made of 
phenolic resin equal to brass in strength 
Plastic 


favorably in lightness of weight. cost of 


and durability. also compares 


manufacture and appearance. 


“GEON”. .. 


. is the name of a new group of poly- 


vinyl resins which can be calendered, 


extruded, molded, cast or applied to 
supplementary materials. Shown in full 
color in June Modern Plasties are Geon 
examples of extruded hose. wire cover- 
ing and cloth coatings. Resins have a 
number of fine properties such as great 
tensile strength and resistance to heat 
and light. Outstanding qualities, plus 
adaptability. create a long list of possible 


applications. 


INFORMATIVE LABELING FOR PLASTICS 
Please”, lead 


June 1944 Modern Plastics. discusses in- 


“Information article in 
formative labeling on plastic products. 

Benefits to the retailer include estab- 
lishment of specific standards, increasing 
the sale ef better merchandise. training 


sales forces and reducing returns and 


ern: 


adjustments. 


; MAGAZINE 
; TREET 


Benefit to manufacturer: 


his trade mark, gives advertising value 


to product. 


Some manufacturers have already 
adopted “Informative Labeling” in the 
plastic, industry and with excellent result. 


Expectations are that many more com- 


panies will follow. 


SEEDS... 


. are short notes briefed from current 
issues of Modern Plastics Magazine. This 


is done, with the hope that they will fall 


upon good ground 


ASTICS 


establishes 


and awaken by exam- 


ple an interest in the great things being 


accomplished by plastics. We invite you 


to study Modern Plastics—it is the meet- 


ing place of plastic minds. Its editorial 


staff is also a service staff. You may call 


upon its members 


any time to assist your 


thinking and planning. 


. 1 thn 


Advertising Agé, July 3, 1944 


“A QUIET LAGOON? cos cormens 
TT rN 


FIGHTING 'ALLIGATOR'—Illustrations 
from actual combat photos help Gra- 
ham-Paige Motors Corp. highlight the 
story of the amphibious tractor it is 
producing for military use. 


_ 


do not necessarily depend on con- 
tinuity for effect. As a_ result, 
space requirements of the com- 
pany are flexible and the objec- 
tive of the campaign to reach as 
many different audiences as pos- 
sible in selected fields during the 
remainder of the year, will be ac- 
complished. 

The campaign was prepared by 
the company’s agency, Beaumont 
& Hohman, Inc. 


St. Louis Club Elects 


Mrs. Helen Martin, special pub- 
licity representative, Missouri Pa- 
cific Railroad, has been elected 
president of the Women’s Adver- 
tising Club of St. Louis. Other 
officers are: Mrs. Norrie Passino, 
vice-president, Edna Young, secre- 
tary, and Ruth Thompson, treas- 
urer. 


Why they 
eall the 


POST 
New York’s 


YOUTIH-paper 


| REASON No. 7 


18 to 34 YEAR OLDS 


NEW YORK POST.. .55.3% 


AVERAGE FOR ALL 8 
NW. ¥. NEWSPAPERS........... 48.8%, 


The distribution of youth | 
among New York’s news-— 
papers is but one of the. 
many startling facts brought 
out in a survey made among 
9422 New York department 
store shoppers by Fact Find- 
ers for the New York POST. 


WRITE FOR THE COM- 
PLETE FACT FINDERS 
“REPORT TO YOU.” It is 
FREE on request. 


75 WEST ST. © N.Y.C.6 


Mary McClung, Advertising Director 
Ed Kennelly, Natl. Advertising Manager 
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Your Ad Claims... 


PROPERLY ENDORSED 


ai. ~ 


: WFO : 
co ... 


ay 


Surveys galore have told you that, insofar as advertising claims are 
concerned, there are far more people from Missouri than there are 
Missourians. 


Merely saying that so and so will do such and such in 72 point bold 
won’t convince the skeptics. A lot of these ultra obstinates won't 
even gamble a half dollar on a sample package to see whether you're 
telling the truth about your product or not. 

Nope, these super-canny want advance guarantees... . and frankly, 
they don’t regard your guarantee as valid... . they figure you're 
prejudiced. 


But there’s one guy in town who, if he can be induced to endorse your 
ul claims, can make them as cashable as travelers’ checks. That fel- 
low is the local druggist. Let Dan Druggist affirm the statements 
you make in your copy and community doubts will instantly vanish. 


Drv roRres 


330 West 42nd Street New York 18, N.Y. 


ARE CASHABLE 
IN ANY COMMUNITY 


“Will one spraying of .... really mothproof for a 
whole year, Mr. Birch?” 


“Doc, is there anything to the claim that ... . cig- 
arettes are far less irritating to the nose and throat?” 


“Will that new insect repellent ... . really drive 
mosquitoes away, Mr. Wright?” 


“Think .... vitamins would do me any good, Hal?” 


“My hair isn’t as shiny looking as it used to be, Miss 
Burke. Do you think that .... shampoo will bring 
out the highlights as the ads claim?” 


Customers give Dan Druggist credit for knowing his way around 
in the field of health and beauty preparations . 
that he’s a college man... . 


. . . they remember 
a registered pharmacist. ‘Townsmen 
reason, too, that Dan isn’t going to steer his customers wrong, because 
they realize that Dan has to keep on eating regularly. Local mer- 
chants, they know, can’t afford to fool any part of the people any 
part of the time. 


So, hour after hour, day after day, legions of your newspaper and 
magazine ad readers and armies of your radio listeners carry to drug 
stores your advertising claims and pass them over the counter for 
Dan Druggist to endorse. 


And, when Dan signs them, you're in. 


* * 


You can’t expect Dan to endorse any ad claim about which he is in 
doubt, can you? Nor can you expect him to be positive about the 
truth of any statement your advertising features unless you’ve con- 
vinced him in, advance that the claim is sound, can you? 


Nor can you find any more certain, quicker or more economical way 
to be sure that Dan Druggist will initial his o.k. on your consumer 
ad claims, when presented, than by telling him all about your product 
through the use of bang-up copy in a bang-up drug trade paper .. . 
DRUG TOPICS .. . can you? 
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Media Invite Criticism 


It seems to us an exceptionally 
healthy situation for advertising 
when media invite advertisers to 
criticize them frankly and con- 
structively. The newspapers have 
been especially insistent that buy- 
ers of advertising omit flowers 
and pull no punches in discussing 
the question of how to make 
newspaper advertising more 
profitable. 

A few weeks ago, when the 
Newspaper Advertising Execu- 
tives Association met in New 
York, Paul West, president of the 
Association of National Advertis- 
ers, was invited to speak without 
reservation on current newspaper 
advertising problems. He made a 
frank and helpful talk on how 
present difficulties due to the 
rationing of space could be eased 
by some changes in the methods 
now being employed by publish- 
ers. He got just as enthusiastic 
a reception as though he had spent 
his time patting newspapers on the 
back for the good job they have 
done in many directions during 
the war emergency. 

Neil H. McElroy, vice-president 
in charge of advertising and pro- 
motion of Procter & Gamble, made 
a similar approach in addressing 
the Newspaper Advertising Repre- 
sentatives Association of New 
York recently. His talk, reported 
in the June 26 issue of ADVERTIS- 
ING AGE, emphasized the idea that 
P&G, the country’s largest adver- 
tiser, has rat yet found a way to 


Postwar Planning for Media 


In the general field of postwar 
planning, which is being given so 
much attention by advertisers and 
agencies. especially since it is be- 
ginning to be generally realized 
that the end of the war is already 
in sight, we believe that adver- 
tising media will find it profitable 
to devote increased attention and 
thought to the general question of 
how they can make advertising 
more productive when sales vol- 
ume again becomes the principal 
concern of manufacturers and 
merchandisers in all fields 

There are many ways in which 


study of possible improvements in| 


service can be extended. Certainly 
media are planning ex- 
circulation, broader 


most 
pansion of 


coverage of markets and improved | 


In addi- 
tion, we believe that the certainty 
advertisers will 


service to advertisers. 


that many 


new 


make newspaper advertising as 
profitable as some other types of 
promotion, such as radio. He told 
the newspaper men that his com- 
pany is eager to make larger use 
of newspaper space, and that it 
welcomes suggestions and ideas 
which will enable it to do so. 

If advertising is ever to attain 
the status of a scientific applica- 
tion of the principles and phil- 
osophy of mass education and per- 
suasion, it will take just such 
frank interchanges of ideas as 
these. At present, when media of 
all classifications are having dif- 
ficulty providing the facilities 
which advertisers want and need, 
there is an ideal opportunity for 
frank and non-competitive discus- 
sions of how to improve advertis- 
ing methods and techniques, and 
how to strengthen the services 
which media are able to offer to 
advertisers. 

Newspapers continue to repre- 
sent the largest vehicle for the dis- 
semination of advertising in the 
country, through their numbers, 
intensive coverage of local mar- 
kets, intimate contact with retail- 
ers large and small, and knowl- 
edge of sales and merchandising 
conditions. Their constructive ap- 
proach to current and future prob- 
lems is bound to be helpful not 
only to advertisers but to them- 
selves. For no medium can prog- 
ress unless its advertisers find a 
way to use its services with in- 


| creasing satisfaction and profit. 


arrive on the scene, with new and 
improved products to exploit, will 
make media research of all kinds 
especially valuable in the postwar 
period. The more specific help 
media can give these new and in- 
experienced accounts, the fewer 
advertising failures we shall have 
and the greater contribution to 
|national prosperity advertising can 
| make. 

| Every 

ought 


salesman 
to become qualified as an 


advertising 


}advertising counsellor, an expert 


te 
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—Pepsi-Cola Co. 


"It was his postwar plank of plenty of Pepsi-Cola for everybody, that touched 
off the demonstration.” 


Dolorous Ditty 


Ad-libbing this week presents 
the world premiere, in print, of 
the lyrics to a new song, “The Ads 
Have Gone to War,” which was 
sung on the Horn & Hardart Chil- 
dren’s Hour on NBC, June 11. The 
song is the work of Mrs. Richard 
H. Zindel, vice-president and copy 
chief of the Clements Company, 
Philadelphia, and you have this 
column’s permission to open the 
next discussion of your copywrit- 
ing staff with an appropriate ren- 
dition of these words: 

THE ADS HAVE GONE TO WaR! 
War has changed a lot of things, you 
bet! 
What we used to have, we no-can-get. 
Even advertisers, sure enough, 
Are running ads to say, “No Sale; 
No Stuff!” 
They don’t woo our wallets any more, 
Because their products all have gone 


to war. 
I’m glad they’re helping Uncle Sam, 
and yet 
I’m sentimental, so I can’t forget... 
(Chorus): 


Once auto ads showed classy chassis 

(Now it’s tanks to crush the Nazis!) 

Even the Ads Have Gone to War! 

Photos of refrigerators— 

Everything inside but waiters— 

Gee, but I'm homesick for 

Travel posters saying ‘‘Cruise to Rio,” 

Coupons I clipped to get my Tooth- 
paste free ... oh, 

Tell me, who do you suppose is 

Going to warn against gap-o-sis, 

Now that The Ads Have Gone to War! 

(2nd Chorus): 

Simmons wanted me to sleep 

Upon a Beautyrest so deep, 

But now, The Ads Have Gone to War. 

Whitman urged me “Eat more 
Candies’’— 

Realsilk models—they were dandies! 

When will I see some more? 

Everybody used to want to sell us... 

Now they advertise so they can tell us: 

They’re producing for the nation, 

Not for ws, for the duration 

The Ads Have Gone to War. 


Counting Chickens 

One of marketing’s favorite 
pastimes these days is asking 
people what products they are go- 
ing to buy, comes the time when 
there will be something available 
to buy. “What will you buy first 
after the war?’’, a statistically cor- 
rect sample is asked. The answers 


are gathered with great care, 
punched on little cards, run 
through a machine which never 


makes a mistake, and presto! the 
inquirer knows that 43.7% of the 
nation’s families will rush to the 
nearest automobile salon, 29.4% 
will make a beeline to the newly- 
}opened home appliance shop, and 
14.5% will be buying sun decks, 
supermodern kitchens, bathrooms 


on his own market and medium, 


and therefore capable of offering | 


those who are 
entering new markets and charting 
new courses in selling and adver- 
tising 


sound advice to 


Media representatives who 
can give information and help of 
| this kind will always be welcome 
in the offices of advertisers and 


j agencies 


in which soirees can be held, and 
similar items in lots of one dozen 
or more, f.o.b. Kewaunee. 


ticians tell us exactly how many 
people will buy what kind of 
|product, but they can also tell us 
exactly how many will buy the 
Doakes automobile, the Woozis 
bathroom, and the Waterless elec- 
tric washer. For example, Wom- 


an’s Home Companion has just 
queried a sample of its readers on 
their radio needs. It not only finds 
that 65% intend to buy a new 
radio after the war, but that 57% 
will buy a combination radio-pho- 
nograph, 22% will buy a table 
model, 21% a console, 5% a bat- 
tery portable, and 3% television 
sets. Furthermore, 29% of those 
who will buy a Philco, 12% will 
buy an RCA, 11% a Zenith, 6% 
a General Electric, etc. 

Having progressed thus far (and 
we cite the WHC study only be- 
cause it happens to be at hand) 
one might logically conclude that 
the production and supply prob- 
lem of the radio set industry is 
solved. They know exactly how 
Many people will buy sets; exactly 
what kind of sets they want; and 
exactly which brands they will 
buy. Aside from a few variables, 
such as the general economic 
situation, the price level, the com- 
petition of other goods and serv- 
ices, the effectiveness of the sales 
and advertising effort, the influ- 
ence of style and design, and the 
competition of new entrants into 
the field, the postwar size and 
scope of the radio set business 
can be predicted to the last deci- 
mal point. 

Now no one, least of all your 
Ad-libber, has the intention of 
minimizing the importance of mar- 
ket research activities. This com- 
paratively new science (and it isa 
science) has done more to further 
the cause of orderly marketing, 
manufacturing and selling than 
anything you can name offhand. 


Not only can our stellar statis- | 


|The point is that markets are 
| people, and people are inevitably 
a bundle of variables. General 
| trends and general preferences can 
be determined with our present 
| scientific methods fairly well, but 
|specifics are likely to elude us— 
and too many of us seem inclined 
to accept figures of the type men- 
tioned here as absolutes, rather 
than as indicators. 


Jottings 

It had to come at last: Norton 
| Refractories, in an ad in Power 
| Plant Engineering, shows a picture 
of its product with the caption: 
“Portrait of a product that didn’t 
|win the war.” “We cannot claim,” 
says copy, “that Crystolon brick 
are winning the war. Truthfully, 
|all we can say is that these brick 
/are made to give long service, and 
our customers report that they are 
doing so.” .. 
| Central Railroad of New Jersey, 
with the aid of Richard A. Foley 
|Advertising Agency, has begun 
publication of “Write-of-Way,” a 
|chatty, informal but informative 
|passenger giveaway which was 
first distributed to commuters in 
connection with schedule changes 
|}made in June... 
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The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2360. Brass Tacks. 


In this folder, Better Farms, 
Pulaski, N. Y., answers, in con- 
cise form, questions most fre- 
quently asked by advertisers and 
agencies about this semi-monthly 
publication. The information cov- 
ers editorial policy, circulation and 
rates, and includes some market 
data showing a comparison be- 
tween average of Better Farms 
readers and average of New York- 
Pennsylvania farmers. 


No. 2361. Instant Visual Adviser 
to Successful Retailing. 

The St. Louis Globe - Democrat 
has issued this “Adviser,” which 
contains the history of St. Louis 
newspapers, the business history 
of 149 of the country’s leading re- 
tail institutions, 368 charts show- 
ing a 12-year (1930-1943) adver- 
tising record of the outstanding 
specialty stores and department 
stores in each of America’s nine 
largest cities, and other informa- 
tion showing how the other fellow 
does it. 


No. 2362. 669 Pages of Advertis- 
ing in 1948. 

This tabulated folder, issued by 
Parents’ Magazine, leads off with 
the ranking of leading magazines 
in pages of all advertising, Jan- 
uary-December, 1943, and follows 
with specific product advertising, 
such as cereal, food, household 
equipment, etc., listing the adver- 
tisers and their products and indi- 
cating the number of pages car- 
ried by Parents’ during the year. 


No. 2363. The Same Sweet Story 
in the Same Old Way. 


WTMJ, the Milwaukee Journal 
station, has issued this booklet, 
which provides up-to-the-minute 
information on the listening habits 
of radio set owners in the greater 
Milwaukee area. The daytime 
listening table shows a five-day 
average, Monday through Friday, 
and separate tables provide rec- 
ords for Saturday only, Sunday, 
and for nighttime program pref- 
erences. 


No. 2309. American Builder’s In- 
ventory Survey. 


A report on product inventories 
of retail lumber and building ma- 
terial dealers is offered in this new 
study, issued by American Builder. 
The survey covers 43 building ma- 
terials and products; analyzes in- 
ventories and postwar require- 
ments by regional breakdowns; 
shows quantities of items needed 
to restore 1941 inventories; and 
gives national totals by geograph- 
ical regions. 


No. 2294. Who Advertises What 
in The Iron Age. 

The Iron Age has issued this 
analysis of 7,921 pages of adver- 
tisements published during 1943, 
covering 15 major product groups. 
It starts with a chart listing the 
percentage of space taken by each 
product group, then gives a list 
of products included in each group, 
and tabulates advertisers in prod- 
uct group sequence. 


No. 2295. 63 Years of Keeping Up 
with the Times. 


Highlighting the 63-year history 
of the Los Angeles Times is this 


booklet, which reproduces several 
|front pages of the newspaper from 
|its first issue, Dec. 4, 1881, to Sept. 
|3, 1943, a selection covering head- 
|lines on three wars. 
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Peanut Industry 
Completes Plans 
for 3-Year Drive 


Chicago, June 27.— Despite the 
fact that 30% of their product is 
zoing to the armed forces, a three- 
year advertising campaign de- 
signed to reach 17,000,000 homes 
via magazines and radio will be 
started Jan. 1 by the peanut in- 
dustry, it was revealed here Fri- 
day at. the annual meeting of the 
Peanut & Salters Association. 

Plans for the national advertis- 
ing and research campaign were 
presented by Miss Modene March- 
banks, secretary of the National 
Peanut Council, and details of the 
advertising were outlined by Miss 
Helen E. Ridley of the J. Walter 
Thompson Company. 

$25,000 for Research 

A three-year program, it will 
expend $25,000 for research, $35,- 
000 for publicity and $240,000 for 
advertising. The research pro- 
gram will embrace farming meth- 
ods, seeds and fertilizers and sug- 
gestions for improvement. En- 
hanced palatability and appear- 
ance of products will be studied. 
Elimination of rancidity will oc- 
cupy an important phase in the 
research program. 

Publicity will be extended to 
school children and the home ulti- 
mately reached, Miss Marchbanks 
said, pointing out that peanuts had 
replaced other food products dur- 
ing present shortages, and that the 
program was being set up to con- 
tinue peanut products in the same 
popularity after the war. 


Essig Appoints Bayard, 
Lists New Accounts 


Jere Bayard, a member of The 
Essig Company, Los Angeles 
agency, has been appointed senior 
consultant. He was previously an 
advertising executive with Esquire. 

The company also has added 
M. Jackman & Sons, Western 
Fashions and Louis Roth & Co. to 
its list of accounts. 
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CLASS 


N the prize ring it is 


“ 


considered unwise for 
a fighter to step out of 
his class. 


It is, however, a tribute 
to his “class” as a fight- 
er when he gives weight 
to an opponent and still 
wins the decision. 


The linage leadership 
of The Herald- Traveler 
is not confined to 
Boston, but embraces, 
challenges, and fre- 
quently leads every 
newspaper and tabloid 
published in the four 
major cities of America. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 


Boston, Massachusetts 


~ 


George A. McDev tt Co. 


National Representatives 
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Weidel Joins ‘Time 

Vaughn Weidel has joined the 
promotion staff of Time, New 
York, as a copywriter. He for- 
merly was promotion manager of 
the New York World-Telegram 
and operated his own agency, The 
Weidel Company. 


Ouvrier Appoints Rill 
Ouvrier Fashion Accessories has 
appointed Rill Associates, New 
York, to handle its fall advertis- 
ing, starting in September. Class 
magazines, direct mail and trade 


Joins Republic Steel 


Alex U. Steenrod, formerly 
manager of the Canton plant, Mil- 
cor Steel Company, has joined 
Republic Steel Corporation, Can- 
ton, as manager of steel building 
products sales of the Berger Mfg. 
Division. 


Announces New Trim Size 

Refrigerating Engineering, pub- 
lished by American Society of Re- 
frigerating Engineers, New York, 
have a new trim size, effective 
with the July issue, of 8% by 11% 


Fadell Agency Opens 


After ten years in public rela- 
tions work in Minneapolis, the 
Fadell Publicity Bureau has be- 
come a partnership under the 
name of the Fadell Company and 
has entered the agency field with 
offices in the Northwestern Bank 
building, Minneapolis. 


13 
Hyster Promotes Two 


Eugene Caldwell, general man- 
ager of the Hyster Company, Port- 
land, Ore., and Frank L. Ross, 
eastern division manager at Peoria, 
Ill., have been named vice-presi- 
dents of the company, manufac- 
turer of winches, cranes and 
trucks. 
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ROPERTY ADMINISTRATION 


Covers BUYERS in Charge of Catho 


lic Churches * Schools «© Institutions 


publications will be used. inches. A National Publication, published bi-monthly at Milwaukee, Wis. 


They have many new problems to solve and are 
solving them with new methods, new equipment, or new materials. So, 
the contribution of management engineering services . . . the castability 


of zinc alloys in high speed machines . . . a new type of stop nut... . 


faster ways of cutting, shaping, cleaning, hardening, or softening steel 
. and all the varied news and information in the advertising pages 

of Business Week, get a top priority rating for their attention. 
There is hardly an advertiser who hasn't many 
things to say to these men to help them get jobs done, done well. . . 


done better! 


BBusiness Week is the one news magazine which is all 
business, its editors all business writers, its readers all business men. Business Week 
is sold only by subscription. And Trend Studies prove that per dollar you can reach 
more (and more) management-men throughout all business and industry in Business 


Week than in any other magazin.. 
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To give the home folks an 
on-the-front picture of our 
fighting airmen—a Post cor- 
respondent and _ photog- 
rapher visited a famous 
Yankee air base in Eng- 
‘land—brought back this 
vivid record of the lives 
and deeds of the most deco- 
rated sky fighters in history. 
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Post correspondent Mac- 
Kinlay Kantor, ona roving 
commission in search of 
unusual war experiences, 
gave Post millions this 
exciting story of how it 
feels to be thrown from a 
bucking Flying Fortress— 
told by the only man who 
has had the experience. 


Former Flying Tiger and one- 
time Pan American Pilot C. J. 
Rosbert lived this unbeliev- 
able escape story and brought 
it back from the frozen Hima- a oo 

layas to thrill Post millions. @ ee a ee. ae 
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T is not uncommon these days to 

hear a high army or navy official 
remark that the Post is the maga- 
zine relied upon for authoritative 
reporting of this war’s air activity. 

There are two reasons. One is by 
design—the other is the result of 
long tradition. 


Whenever and wherever there is 
a story of air activity that Post edi- 
tors believe to be worthy of Post 
columns— Post correspondents are 
sent, to get it. 


And it is a matter of long tradi- 
tion that, when the unusual event 
occurs—in the air, on the land or 
on the seas—some observer or par- 
ticipant will record it—and natu- 
rally think first of the Post. 


=: Ps 


Reporting toa nation shocked 
with the news—Eugene Burns 
gave Post millions the true, 
heroic story of the Navy’s No. 1 
flier, who vanished in the dark- 
ness off Tarawa, pioneering a 
new tactic against night-flying 
torpedo bombers. 


Thus did Major Allen Martini 
report the air epic “Fifteen Minutes 
Over Paris’”—Lt. Col. Beirne Lay, 
Jr., the dramatic “I Saw Regens- 
burg Destroyed’”—and Flight Cap- 
tain C. J. Rosbert, the thrilling air 
experience “Only God Knew the 
Way.” 


Rarely is there an issue of the 
new Post that does not thrill its 
readers with stories of Air Action, 
or inform its readers with news of 
aviation’s progress today and prom- 
ise for tomorrow. 


In Air Action Stories and Air 
Development Articles, as in Fiction, 
Humor, Romance. Mystery, Busi- 
ness, Politics—the great things natu- 
rally come first to the new Post. 


Great Air Action Articles naturally come to... 


THE SATURDAY EVENING POST 
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Twenty-three year old Major 
Allen V. Martini thrilled Post 
millions with the story of his 
flight over Paris through the 
fire of sixty Nazi F-W 190s— 
knocking down twenty-two in 
fifteen minutes of war’s most 
gruelling fighting. 


Considered by many the most 
vivid air action reporting of 
the war—the grim story by Lt. 
Col. Beirne Lay, Jr., of the 
cost in men and planes toknock 
off thirty percent of German 
fighter production. 
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Urges Same Service 
for AM, FM Stations 


Columbia Broadcasting System, 
New York, responding to a request 
from FCC for a full statement of 
present and future policies and 
methods of operation on frequency 
modulation broadcasting, said it 
favors the same program service 
to both FM and AM stations 
“throughout the development 
period of FM broadcasting.” 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © jin the greatest indus- 
trialarea—thecentral west. 


Bowes to Set Up 
Businesses for 
War Veterans 


Indianapolis, June 29. — Bowes 
Seal Fast Corporation will an- 
nounce, via a half page in the July 
17 issue of Life, an unusual plan 
for providing businesses for ex- 
service men, as the start of a cam- 
paign which Bob Bowes, founder 
and president of the company, 
hopes will spread across American 
industry and solve the two-fold 
problem of providing jobs for re- 
turning service men and building 
the sales power needed to keep the 
American economic machine mov- 
ing at high speed when the war 
is over. 


The Bowes plan, as elucidated 
in the July advertisement in Life, 
calls not only for a job for the re- 
turning|service men, but a business 
of his own. Under it, ‘at our ex- 


pense we will train a _ selected 
group of men in the business of 
selling and distributing our prod- 
ucts. When the training is com- 
pleted, we then will furnish work- 
ing capital and suitable sales 
equipment to each man selected— 
everything necessary to start his 
own business as our exclusive 
wholesale distributor.’”” Bowes op- 
erates in the automotive field. 


The Bowes plan contemplated 
the financing of distributorships 
for from five to ten service men, 
but Mr. Bowes visualizes the idea 
as one which, if widely adopted 
throughout industry, might easily 
result in a very important addi- 
tion to the sales and distribution 
forces of the nation, and in the 
creation of thousands upon thou- 
sands of jobs. His company is pre- 
pared to spend something like 
$100,000 carrying through its own 
plans and urging others to do like- 
wise. 


Agrees with Editorial 


“We thought your editorial in 
the June 19 issue of ADVERTISING 
AGE, ‘Selling As a Career,’ was a 
dandy, as are most of your edi- 
oriais,’”” David Henderson, Bowes 


advertising manager, told ADVER- 
TISING AGE. “This one, however, 
carried more wallop as far as we 
are concerned because of the 
thinking, planning and prepara- 
tion of this organization along the 
very lines suggested in your edi- 
torial. . . 

“It is very much the opinion of 
Mr. Bowes—whose idea it was to 
take a group of fighting men into 
our distributing organization—that 
unless a lot of sales force is 
brought to bear in the postwar 
period, all the highfalutin’ plans 
for providing employment for all 
who will need it will certainly 
flop. 

“Mr. Bowes feels that those fel- 
lows who will be coming home one 
of these days will be able to help 
business men generally much more 
than business men can help them 

because he is convinced that 
the very best material for that 
‘sales army’ is right now in the 
‘fighting Army’ (or Navy or Ma- 
rines). 

“It is Mr. Bowes’ plan to spend 
something like $100,000 on our 
particular idea. But he realizes 
that this company can “take on 
only the barest percentage of the 
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Wedding 
Fre \onet Na 


MONTCLAIR 


Social Pages 


IRVINGTON 


MAPLEWOOD 


THE ORANGES 


/ 
AMONG METROPOLITAN NEWSPAPERS 


... this is the kind of thorough, intimate community coverage that caused a 
South Orange debbie to tell us: “Without my engagement picture in the 


Newark News, my marriage just wouldn't be legal!" ... yes, it's big time . . . because it covers some of 


the smartest, richest, communities in the East... but it's more than just "big name" 


... it's big in scope 


. ++ goes deep into ALL the residential and industrial communities of America's 11th biggest market. .. . 


ANOTHER reason why the Newark News, with the LOCAL as well as the 


metropolitan slant, holds the advertising and circulation forts against the greatest array of metropolitan 


competition on the face of the earth. 


NEWARK EVENING NEWS 


Newark, New Jersey 


Advertising Age, July 3, 1944 
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iv » “THEY BET THEIR Lives 
2 ON AMERICA... 


... We'll Give Them a 
Break in Building Their 
Futures in FREEDOM” 


war “4H Ge BSS 


FeeA07) and Fononber Bowes See Fost” Com 
Poweet x Sate ' re Rapes 


@ When Jobany comes marching home this time we here 

at Bowes “Seal Fast” are going to be ready for him. Not with jus: 

* ow piad-hand-ead.a smile, but with « real, going bustuess af bis own 

to offer him. We have 2 proved and successtal plan Whtch wil! 

enable a fighting man to stand on his own feet, look the world in 

the eye and build » bright future for himself. Any exservice man 

who does pot want to be dependent upon pensions and handouts — 
who wants more than “just a job” —is eligible, 


HOW THE BOWES PLAN WORKS 


At our expense we will train a selected group of men ig the busines: 
of sefling and distributing our products. Whee the training is com 
pleted, we then will furnish working capital and suitable sales equip 
ment to each man selected—everything secessary to start his own 
business as our exclusive wholesale distributor, 

This plan is for the man who dreams of getting on his own, being 
his own boss. ft calls for plenty of hard work and guis .. . bet the 
reward is really worthwhile. Big Money, yes—but we want Big Meo 
-. men who will ight as hard to do a big job for themselves, in Free 
Enserprise, as they are fighting gow to win the war, 


THIS WE ARE PROUD TO DO... 


BUT...WHAT WILL YOU DO? 


No matter what business you're in, you owe « bigger debt to every 
service man then you can ever pay. It's up to you to figure out some 
plan, some way to give the ex-service man the chance to live the life 
he is fighting to preserve. 

You may be the owner of a peanut stand Or a captaia of big business, 
bot... Brother, you caw help... and we can show you how. Don’: 
sit on your “fanny” aad wait for the Government to start apother WPA. 
Let's start a drive-NOW—for Free Easerprise--let's help these re- 
turaed soldicrs to “get on their own.” Write as and we'll ell you how 
yoo can help, Let's go, Free Enterprise! 


BOWES “SEAL FAST ES WNDIANAPOUS 2, INDIANA 


a. REPAIR: 
SYSTEM © 


A REAL CHANCE—Bowes Seal Fast 
Corp. explains its plan to aid return- 
ing servicemen, and adds a plea for 
industry cooperation, in this half-page 
message to run in mid-July. 


returning fighting men. . . And it 
is really his hope through publica- 
tion of this idea to provide a defi- 
nite suggestion as to what other 
business men can do to utilize 
those service men to the very best 
interests of all concerned.” 


Oil Industry Hits 
Black Market in 
$500,000 Drive 


New York, June 27.—National 
expenditures in a cooperative ad- 
vertising campaign now being run 
by Petroleum Industry War Coun- 
cil to stamp out the gasoline black 
market are expected to total $500,- 
000, according to R. M. Gray, 
Standard Oil Company of New 
Jersey, acting chairman of the 
council’s District 1 subcommittee 
on advertising. 

The campaign, through McCann- 
Erickson, urges car owners to 
apply only for rations needed for 
essential driving; endorse in ink 
on each coupon license plate regis- 
tration number and state; refuse 
gasoline without surrendering cou- 
pons, and refuse to buy or accept 
gasoline coupons from others. 

Newspapers, business papers, 
radio, point-of-sale material and 
a special movie short prepared by 
20th Century-Fox are being used. 


Buys Iowa Paper 


G. E. Whitehead, president of 
the Iowa Press Association and 
publisher of the Daily Chief, 
Perry, Ia., has purchased controll- 
ing interest in the paper from the 
James R. Rhodes estate. A second 
Rhodes paper, Daily News, New- 
ton, Ia., had previously been sold 
to the B. F. Shaw Printing Com- 
pany, Dixon, Il. 


Lillis to BSF&D 


After four years in service wit! 


the Canadian Army overseas 
James E. Lillis has joined the 
creative staff of Brooke, Smith 


French & Dorrance, Detroit, 
will work on automotive 
household appliance accounts. 


ant 
anc 


Power Returns to Agency 


Dr. Ralph L. Power, Los Angele 
radio-advertising counsellor, ha 
returned to active control of hi 
j}agency, which he left in 1942 t& 
| become an inspector with the San 
'Francisco Signal Corps. 
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Advertising Age: Please enter my 


subscription for one year and send me a bill for $2.00. 
ae Te a ae 


; Company 


Address 


t @City and State__ 


f ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


d THE MODESTO BEE iS THE ONLY DAILY NEWSPAPER TO 


COVER THIS GREAT MARKET! 


; Circulation is concentrated in this trading area and has proven itself highly pro- 
- ductive of sales through advertising. The Modesto Bee Circulation is over 15,000— 
. reaching 68°/, of the families in the ABC city zone and 53%, in the trading area. 
d 
: _ 

TR dx 


|” THE MODESTO | 


McCLATCHY NEWSPAPERS, PUBLISHER OF 
THE MODESTO BEE @® THE SACRAMENTO BEE ¢@ THE FRESNO BEE ,. 


Represented Nationally by O'MARA & ORMSBEE, INC. ; - 


NEW YORK @« LOS ANGELES #© DETROIT © CHICAGO «© SAN FRANCISCO 
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pense we will train a_ selected| advertising manager, told ADVER- | 


Urges “ og Service Bowes 10 Set U group of men in the business of|TIsInc AcE. “This one, however, | 
for AM, FM Stations selling and distributing our prod-| carried more wallop as far as we 
ucts. When the training is com-|are concerned because of the 


ON AMERICA... 4 


Columbia Broadcasting System, ie t © con . Aah 
New York, responding to a request pleted, we then will furnish work- thinking, planning and prepara- gels) Pies 
from FCC for a full statement of usinesses or ing capital and suita ble sales/| tion of this organization along the tT ERY 
present and future policies and equipment to each man selected—|very lines suggested in your edi- 
methods of operation on frequency everything necessary to start his torial. . , be pans 
modulation broadcasting, said it own business as our exclusive “It is very much the opinion of ... We'll Give Them a 
favors the same program service ar e erans wholesale distributor.’”’ Bowes op-| Mr. Bowes—whose idea it was to Break in Building Their 
to both FM and AM stations erates in the automotive field. take a group of fighting men into F F 
“throughout the development . ; The Bowes plan contemplated |our distributing organization—that | FUR@res in FREEDOM 
period of FM broadcasting.” Indianapolis, June 29.— Bowes|the financing of distributorships| Unless a lot of sales force is we 
Seal Fast Corporation will an-| for from five to ten service men,| brought to bear in the postwar) * SAYS - Wue 
nounce, via a half page in the July| put Mr. Bowes visualizes the idea| Period, all the highfalutin’ plans ree eee 
© @ © the source of daily = pet BR Rng od sro as one which, if widely adopted 4 ge ge oy et get B. © When Jabnny comes mirchiity Melee ikke bere 
] y -| through industr igh sil oO at Bowes “Seal Fair” ate going to be ready for bias. Not with just 
business news ... the pref- service men, as the start of a cam- rier gel tag Piometant dd. flop. “Ut and ons i bak he Sa De om 


erence of management men paign which Bob Bowes, founder tion to the sales and distribution “Mr. Bowes feels that those fel- enable a fighteng man two stand on his own feet, look the world in 


- ‘ | : : the eye and build » bright future for himself, A 
and president of the company,|forces of the nation, and in the|!ows who will be coming home one |  [UMIIN Svcarsobe dependent opon penmieasamiliaadosn.. 


© © © in the greatest indus- hopes will spread across American] creation of thousands upon thou-|0f these days will be able to help | — whowsmsmoreshan "js jot'is eligible 


trial area—thecentral west. industry and solve the two-fold : : ba _| business men generally much more 

problem of providing jobs for re- veer ght ‘eaininn Dike than business men can help them musvociiytnicc, wuss. 
turning service men and building} $100,000 carrying through its own|-:.- - because he is convinced that of ebling and distributing our product, Whee the esiing is com 
the sales power needed to keep the] plans and urging others to do like-|the very best material for that el i ok cas ahatk oe 
American economic machine mov-| wise ‘sales army’ is right now in the | —*setstostestetv: steed: dime 

ing at high speed when the war ‘fighting Army’ (or Navy or Ma-| | i aesom tralister pay ofan eenannnmnemae® 
is over. Agrees with Editorial rines). soweet ty soy weriptie. Se Moses vor—tat we wat Big Men 
_ The Bowes plan, as elucidated} “We thought your editorial in “It is Mr. Bowes’ plan to spend Emer dye Sein gow in the Wa 2a 
in the July advertisement in Life,|the June 19 issue of ApvEeRTISING|something like $100,000 on our THIS WE ARE PROUD TO DO... 


calls not only for a job for the re-| Acre, ‘Selling As a Career,’ was a| particular idea. But he realizes 
turning|service men, but a business} dandy, as are most of your edi-|that this company can take on BUT... WHAT WILL YOU DO? 
‘© matrer wi 38 you're in, you owe « bigger debe to every 


of his own. Under it, “at our ex-| oriais,’”’ David Henderson, Bowes! only the barest percentage of the |  scvice man tho you cen ever pay. Ire up enigma te Rams onl aooe 
plan, some way to give the ex-service man the chance to live the life 
he is fighting to preserve. 

You muy be the owner of a stand captain of big business. 
bor... Brother, you ee Mele abe ~ ae show robe an Don't 
sit on your “fanny” and wait for the Goveroment t start apother WPA. 
Let's start « drive-NOW—for Free Easerprise--let's help these re- 
turaed soldicts to “get on their own.” Write us and we'll gefl you how 
yoo can help. Let's go, Free Enterprise! 

BOWES “SEAL FAST™ CORPORATION, INDIAMAPOUS 2, INDIANA 


Se a at 
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P No 
Will Be Paid 7“ 
lecessary 

by If Mailed in the | 
Addressee United States | 
| 

BUSINESS REPLY CARD 

First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Ill 


Advertising Age 
100 East Ohio Street 
Chicago 11, Illinois 


Black Market in | 
$500,000 Drive : 


New York, June 27.—National 

expenditures in a cooperative ad- 
THE ORANGES vertising campaign now being run 
by Petroleum Industry War Coun- 
cil to stamp out the gasoline black 
market are expected to total $500,- 
000, according to R. M. Gray, 
Standard Oil Company of New 
Jersey, acting chairman of the 
council’s District 1 subcommittee 
on advertising. 

The campaign, through McCann- 
Erickson, urges car owners to 
apply only for rations needed for 
essential driving; endorse in ink 
on each coupon license plate regis- 
tration number and state; refuse 
gasoline without surrendering cou- 
pons, and refuse to buy or accept 
gasoline coupons from others. 

Newspapers, business papers, 
4 radio, point-of-sale material and 
a special movie short prepared by 
20th Century-Fox are being used. 


4 
AMONG METROPOLITAN NEWSPAPERS eg re 


the Iowa Press Association and 
publisher of the Daily Chief, 


IRVINGTON 


Perry, Ia., has purchased controll- 

S ° ing interest in the paper from the 

0Cia | BS = s — , James R. Rhodes estate. A second 

Benes ... this is the kind of thorough, intimate community coverage that caused a Rhodes paper, Daily News, New- 
R easels . 4 ton, Ia., had previously been sold 
South Orange debbie to tell us: “Without my engagement picture in the to the B. F. Shaw Printing Com- 


pany, Dixon, Il. 


Lillis to BSF&D 


the smartest, richest, communities in the East... but it's more than just "big name”. . . it's big in scope , 
After four years in service with 


. ++ goes deep into ALL the residential and industrial communities of America's 11th biggest market. . . . the Canadian Army _ Overseas, ya 
James E. Lillis has joined the f 


creative staff of Brooke, Smith, 


Newark News, my marriage just wouldn't be legal!" ... yes, it's big time . . . because it covers some of 


ANOTHER reason why the Newark News, with the LOCAL as well as the French & Dorrance, Detroit, and 
will work on automotive and 

) metropolitan slant, holds the advertising and circulation forts against the greatest array of metropolitan household appliance accounts. 
| competition on the face of the earth. Power Returns to Agency 


.. Dr. Ralph L. Power, Los Angele: 
NEWARK EVE ING NE S |radio-advertising counsellor, has 
returned to active control of his 

agency, which he left in 1942 to 
become an inspector with the San 


Newark, New Jersey 'Francisco Signal Corps. 
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THE MODESTO BEE IS THE ONLY DAILY NEWSPAPER TO 


COVER THIS GREAT MARKET! 


Circulation is concentrated in this trading area and has proven itself highly pro- 


ductive of sales through advertising. The Modesto Bee Circulation is over 15,000— 


reaching 68°/, of the families in the ABC city zone and 53% in the trading area. 


\ 


THE MODESTO - 


(ae mee ae 


McCLATCHY NEWSPAPERS, PUBLISHER OF 
THE MODESTO BEE © THE SACRAMENTO BEE @ THE FRESNO BEE 


Represented Nationally by O'MARA & ORMSBEE, INC. 


NEW YORK 


LOS ANGELES 


DETROIT 


CHICAGO 


SAN FRANCISCO 
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Canada Moves 
to Ease Postwar 
Tax on Business — 


Ottawa, Ont., June 29.—Busi- 
ness, big and small, got its first 
official pattern of postwar tax re- 
lief when Minister of Finance J. 
L. Ilsley gave Canada his annual 
budget speech this week. 

Mr. Ilsley said he could not offer 
much immediate tax relief, but he 
did spell out a new liberal postwar 
taxation policy to help business 
“proceed on as definite as possible 
a basis with the drawing up of 
plans for postwar conversion and 
expansion of industry and trade on 
which employment after the war 
will depend.” 


Will Aid Business | 


Here are highlights of the new 
program: 

1. Research expenditure to be 
allowed as a deduction for income 
tax purposes on both the regular 
corporation income tax and the 
wartime excess profits tax. 

2. A new plan of double depre- 
ciation on postwar investment. 

3. Special provision that busi- 
ness may assign its postwar tax re- 
funds as security for loans where 
funds are to be used for conversion 
of plant to postwar use and will 
provide substantial employment. 

Mr. Ilsley emphasized ‘that Ca- | 
nadian industry “must expand its | 
research and technical develop- | 
ment if we are to apply the most | 
advanced technical knowledge to | 
our resources and maintain our 
competitive position.” He there- 
fore recommended that all “ex- | 
penditures in respect of scientific 
research directly or indirectly re- 
lated to the taxpayer’s business | 
whether of a current or capital na- | 
ture, be allowed as a deductible | 
expense.” In the case of current | 
expenditures these deductions may | 
be made in the year in which they 

| 
| 


take place. For capital expendi- 
ture the write-off will be over a 
three-year period. This special tax 
into effect 


allowance comes im- 
mediately. 


‘Double Depreciation’ Helps | 


The proposed “double deprecia- | 
tion” feature on new investment is | 
new for Canada. The proposed 
plan is to go into effect at a date 
determined by the government, 
namely, as soon as it is decided 
that postwar conversion and ex- 
pansion is desirable. At that time 
industry will have the privilege 
of charging double the prevailing | 
rate of depreciation on new invest- | 
ment, provided that in a subse- | 


WINSTON-SALEM 
is ready 
for the | 
"AIR-AG E" | 


One day, men's thoughts will turn from 
long range bombers to passenger and | 
mail service which will put Winston- | 
Salem within 60 hours of any spot on | 
the face of the earth. 


Winston-Salem will be ready! Long ago, | 
far-sighted and progressive men dreamed | 
of Winston-Salem as a center for air 
transport and began the development of 
an airport. 


Today, Winston-Salem's Smith Reynolds 
airport is one of the finest in the coun- 
try ... and is being constantly improved 
in preparation for the predicted “air 
age’ of peace time. 


This is just one of many instances illus- 
trative of the alertness of Winston- 
Salem's people. And an "“alert’’ 
must'' market for advertisers 


market 


is always a 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—RED 


quent year at least one-half the 
prevailing rate is charged. The 
latter provision is to make sure 
that at least a minimum of one- 
half the normal rate is charged 
during the taxable lifetime of the 
asset. 

Under existing Canadian tax 
laws, hundreds of millions of dol- 
lars have been paid to the govern- 
ment in the form of a 20% rebate 
which is repayable by the govern- 
ment after the war. This 20% re- 
bate occurs whenever the tax in 
Canada under excess profit pro- 
visions reaches the 100% bracket. 


| The new proposal will ensure that 
| this money can be used as security 
for postwar development. 

Other proposals to ease the bur- 
den of high war taxes on business 
include a new provision for ‘“av- 
eraging” losses over a five-year 
‘period (one year backward or 
|three years forward) and an im- 
portant new deferred maintenance 
expense allowance. 


McCarthy Co. Moves 

L. F. McCarthy & Co., Cincin- 
nati, has moved to larger quarters 
at 411 Provident Bank building. 


Two Join Hayhurst 

Tom Gilchrist, formerly with 
Defense Industries, Toronto, and 
Alfred White, formerly on the city 
advertising staff of T. Eaton Com- 
pany, Toronto, have joined the 
copy and production departments 
respectively of F. H. Hayhurst 
Company, agency of that city. 


Joins Hevenor Agency 


Mrs. Mildred C. Burke has 
joined the Hevenor Agency, AIl- 
bany, N. Y. Her husband, Ken- 


Advertising Age, July 3, 19: 


neth Burke, now in the Navy, w: 
formerly national advertisir 
manager of Knickerbocker New 
Albany, and former publisher < 
The Saratogian, Saratoga Spring 
. 


Wood, Powell Promoted 


Harold F. Wood has been electec 
vice-president and general man.- 
ager and Robert M. Powell, vice- 
president and sales manager, of 
Ingalls-Shepard division, Wyman 
Gordon Company, Worcester, 
Mass. 


Are you 


Postwar Pus 


ON MEANS TO: 


working with 


Estimate more accurate sales potentials. 


2. Set up better contacts with customers and prospects. 


3. 
4. 


With competition looming as a major factor in 
most postwar markets, Sales and Advertising 
Managers are not merely participating in the 
charting of sound and comprehensive postwar 
plans of action, but more frequently are actu- 
ally directing such plans. Many, in addition, 


Outline the structures of alert sales and progressive 
advertising programs. 


Design presentations to dramatize objectives and pro- 


posed plans. 


Take forward action to arm for the postwar challenge 
of keener competition. 


are also helping their customers set up their 


after victory programs. 


GUIDE BOOK FREE—To assist marketing 
executives in this work, we have assembled 
examples of the experience, studies, and plan- 
ning of many leading manufacturers. In “How 


to Set Up a Plan for Your Company’s Post- 
war Markets.” you will find valuable informa- 
tion, procedures, charts and questions, which 
will help you channel your own planning for 
the future, and stimulate action on the part of 


your company associates and customers. 


SEND TODAY—You are cordially invited to 


send for a copy of this timely 32-page booklet 


on postwar planning—which many users say 
has proved of great value to them. It is yours 
for the asking. Just mail the coupon or write 


on your company letterhead. 
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Advertising Age, July 3, 1944 


|Car & Foundry Company, Se- 


istations. To be heard Saturdays, | 
10-10:3 " i Issue on Health attle. Mr. Madden was previously 


Atlas Buys Show |10-10:30 a. m., the program will : 5 ne | 2 : : 

Atlas Brewing Company, Chi-|star the well known authoress, | The August, 1944, issue of The| with Erwin, Wasey as production 

«go, has signed a 52-week con-| Fannie Hurst, presenting dramati- | Railroad Journal, official publica-| manager and contact man. 

tact to sponsor the “Jobs for G. I.| zations of her stories. Young & — of Fane pg ole ang go 
sf 5 9:30 to 10 ic is : ssociation . 
oe oon we — perth iti devoted to national health with 


m., CWT, over WBBM. Olian 
» Ivertisi Cc y, Chicago, is ‘ ‘iii . |articles by leaders in that field. 
se uma at ¥ Joins ‘Time,’ New Dehli | 

Mary V. Johnson, formerly 


i.e agency. cee Pee 
. assistant to Howard Black, vice- ‘Rejoins Erwin, Wasey 3 joi su 
H1igns Hurst for Hemo president of Time, Inc., New York,| Dan C. Madden has rejoined the|ness Publications as advertising 
Borden Company, New York, to} will join Time’s New Delhi, India, | Seattle office of Erwin, Wasey & representative at Montreal. He 
emote its Hemo _ vitaminized | office shortly, to work on plans for |Co. as an account executive after will handle Canadian Minin g 
cocolate drink, will start a 26-| wider distribution of the Far East |a year’s absence as advertising Journal and Canadian Refrigera- 
eek series July 8 on 189 Blueledition of the magazine. ‘and publicity director for Pacific! tion Journal. 


Joins Publication Group 
James M. Gallagher, for the past 
i\two years engaged in industrial 
relations work in Canadian war 
for has joined National Busi- 


your top executives 


FOR YOUR COMPANY 
FOR YOUR CUSTOMERS 


THIS FREE BOOKLET > 


Get this practical guide 


based upon the 
thinking and experience of many manu- 
facturers—to help you set up a program 
for new and greater postwar markets! 


SPECIALLY PREPARED FOR 
THE USE OF 


* Advertising Managers 
* Sales Managers 
* Company Executives 


* Agency Executives 


McGRAW -HILL PUBLISHING COMPANY, Inc. 


BS Promotion Dept., McGraw-Hill Publishing Company, Ine. 


&: 330 West 42nd Street, New York 18, N.Y. 
HEADQUARTERS FOR INDUSTRIAL INFORMATION - 
a“: ~ Please see that I get a copy of your special booklet: “How 


= 


{ to Set Up a Plan for Your Companys Postwar Markets” 


NAME. TITLI 


MAIL THIS COUPON TODAY 
for a free copy of McGraw-Hill’s nawiten 


32-page Postwar Planning Guide 


ADDRESS 
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Miracle Seekers 
to Be Disabused 
on Postwar Homes 


New York, June 28.—So con- 
cerned are certain sections of the 
building industry with the bad ef- 
fects which “miracle dream homes” 
may have on the postwar building 
market, that the National Associa- 
tion of Home Builders has engaged 
the redoubtable Steve Hannagan 
to impress the public, via every 
possible avenue of publicity, with 
the fact that there will not be any 
$2,000 miracle homes when the 
shooting stops. . 

Mr. Hannagan this week began 
his labors with a long press re- 
lease reporting results of a survey 
by his client in nine major cities, 
covering middle class families with 
|an average annual income of $3,- 
027. Of those interviewed, 32% 
|own their homes now, and 45% 
expect to build or buy a home in 
the near future—yet they expect 
to pay an average of only $52 a 
month in financing the mortgage 
on a six-room house with two 
|baths, replete with mechanical 
wonders. 

List Expectations 


At the price they expect to pay, 
72% expect complete year-round 
air conditioning; 81% expect elec- 
tronic controls to ease the path of 
the housekeeper; 81% expect ex- 
tensive use of plastics; 60% expect 
movable partitions to make two 
rooms into one or vice versa; 54% 
expect outside walls which can be 
| opened on a garden or terrace; 
56% expect rooms built as com- 
plete units which can be added or 
removed. 

“In other words,” comments 
publicity man Hannagan, “the 
overwhelming majority, planning 
to pay an average of only $52 per 
month, expect construction fea- 
tures or products which either did 
not exist in the prewar period, or 
which were available only to a 
minority of home buyers in the 
high income brackets.” 

Furthermore, 54% said _ they 
| would not buy a home unless they 
could get air conditioning, 62% 
said they had to have electronic 
controls, and various smaller but 
important segments declared that 
absence of one of the other six 
items would cause cancellation of 
plans to buy or build. 


Allen to Pacific CBS 


Effective July 1, George Allen, 
formerly program manager for 
WABC, New York, has_ been 
named Columbia Pacific network 
program director. Programming 
of KNX, Los Angeles, will con- 
tinue under Glen Heisch. 


& COMPANY 


" REPRESENTING LEADING RADIO STATIONS 
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HIPS HIPS HOORAY | 


-_ a ——-q|McC-E Picnickers 
a a ||Prove Again That 


24 000 Advertising Pays 


Minneapolis, June 27. — The 
Factory Workers 


Minneapolis office of McCann- 
prevail 


Erickson diverted some of its pro- 

ke ‘4 | motion talents to its own use this 

0 a week--* “| week to produce what staffers 

over $9 More than 24,000 4| called “the most successful office 
100-odd factories- picnic in history.” 

Promotion, planned well in ad- 


High wages -*" 


ies- 
sn Battle Creek factorics 


loye inting 
workers are wang cereal foods to Pr vance, was built around the fact : 
Products range that the ratio of women guests was yi 
ses. _ 4 |to be four to one man. The crea-| — 
pre . P, La fa|tive staff devised a masculine ‘ ~ 
— | ip fa| beauty contest, with prizes for 
Cle } ‘ y a4 | “King McCann,” “the manly man,” OK GIRLS GO ON AND LAUGH 
pee 4 eon ah eb) j, and owner of the “best all-around ; 
Bp) Aa wu nt ie) & De BK y figure.” Artists and copywriters SEE IF You CAN. STAND THE GAFF f 
y AA he Ww. 2 took over responsibility of evoking 
7 , and. vs YJ |Suitable interest in the feminine} pRiZ—E PICNIC POSTER—McCann-Erickson artists, not to be confined to an 


office contingent. “Try your luck 
or pay a buck,” was a rule adopted 
| to assure promoters of a galaxy of 


ESENTATIVES: ALLEM-RLAPE COMPARY Wy intra-agency male beauty contest came up with this sketch of +t 
& Ve i Yel iain Lil » 
Ye eae 


HATION AL REPS 


| contestants. 
Cartoon Execs, Women 


For two weeks before the pic- 
nic, McCann-Erickson men, rang- 


ing from top account executives 
down the line, were apt to encoun- 
ter their likenesses, strangely at- 
tired, in cartoons posted on the 
bulletin board. Snappy captions 


called on the women to vote for 
contestants as “King McCann.” 
The climax came when artists 
turned on the women and posted 
a sketch of the rear view of fem- 


inine poster-gazers, with the ex- 
hortation, “Hips, hips, hooray, 
> come on, girls; laugh and see if 
you can stand the gaff.” 

The agency discovered that ad- — 
vertising, including direct mail, | 
handbills, etc., was not without 
effect at home. Out of 60 mem- 
bers, only two or three failed to 
appear for the picnic. In the ball 
game creative artists and copy 
men defeated the executive and 
account men, 36-10. George Spar- 
ling, copy chief, won the title of 
“King McCann, the Mid-Summer 
Day’s Dream Man,” after a prom- *| 
|enade in the pavilion before a of 
critical audience of women. Albert 
Hiniker, art director, neatly 
dressed in “Pillsbury’s best flour re 
barrel,” was voted the most manly 
man. On Sid Wells, visiting Chi- 
cago art director, was bestowed 
the doubtful title of the “‘best all- 
around figure.” 


Sends Baseball Cup 


Homer Havermale, manager of 
the Chicago office and traveling 
manager of the Minneapolis office, 
who had a substantial part in the 
preliminary planning, wired the 
local office from New York that 
business would keep him from at- 
tending and that he was sending 
a trophy in the form of a hand- 
some cup for the baseball cham- 
pions. It is now the proud posses- 
sion of the artists and copy men 


Farmers 
Read It” 


I. C. Rush, Cashier, 1st National Bank, 
Washington, Kansas SAYS: Out of 146 
farms in this community on which Cap- 
per’s Farmer is read, I would classify 124 
as good farms; 20 as fair; only 2 as poor. 


Joins Alter Company 


H. C. Huebner, formerly head of 
distribution for Frigidaire in Chi- 
cago and Milwaukee, has joined 
Harry Alter Company, Chicago, as 
sales manager of the appliance di- 


Your readers are representative of our vision. The Alter Company dis- 
best farmers. 


tributes Crosley radios and re- 
frigerators and Coleman heating 
products in northern Illinois and 
Indiana. 


Wherever you go in mid-America, you'll 
find the good “dirt” farmers read Capper’s 
Farmer. It is the magazine of money- 
making ideas for people who farm for a 
living... it features farm-tested ideas— 


how some other farmer found a better, 
more profitable way of doing his work. 
This type of editorial content attracts 


farmers—repels non-farmers. Thus, when 
aes A: you advertise in Capper’s Farmer you 
reach real farmers without paying for 


mass small-town circulation. 


| ’ ‘ ; They ie.¥ oung 


| . } : “Published by GIRL SCOUTS 1 | 
: : ] 155 East 4gth Sereet, New York 17 F 
- ' : ae - NG oS eee | 


_ The ONE National Farm Magazine that Speaks the Farmer's Language’ 


Grow along with us! 


225,000 ABC! 


| MEMBER OF THE YOUTH GROU 
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FAMILIES , 


*In 18,085 Milwaukee homes, 8°% ts 
of the total, the electric refrig- 
erator needs major repairs or 
replacement. 


~~ NX 


- *21,250 Milwaukee families re- 

| port the need of a new cooking 

' range or major repair of the old 
| one. 


me — is no wishful thinking in the post-war 


ing buying plans revealed in The Milwaukee Journal 1944 — *Vacuum cleaners in 44,083 Mil- 
1d- waukee homes need replacement 


es- Consumer Analysis. We didn’t ask families “what do ° mor repair. 


Pe 


‘ 


you intend to buy?” Instead, we put the question, 
hi- “which of the following in your home needs major repair 
di- or replacement?” Then followed a list to be checked, 
including electric appliances, furniture, heating equip- 


ment and other items for the home. 


The resulting list of needs provides a sound basis for sales 
planning in Milwaukee. But why wait until post-war 
and come cold to these thousands of A-1 prospects? 


Start building a customer waiting list now—through the 


newspaper read regularly by 9 out of 10 families in 


Milwaukee and the suburbs. 


THE MILWAUKEE JOURNAL 


Serving 64% of All Urban Families in Wisconsin 
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HOW 1 SOLID YEAR OF 
EDITORIAL “DIGGING” 
BROUGHT HOTELS AND. 


RESTAURANTS A VITALLY } 
NEEDED METHOD OF 


WARTIME MENU-MAKING: F 


Now Featured each Week 
in Hotel World-Review 


This Binder of notes, 
ideas, suggestions, 
started May 3, 19438, has 
brought a_ high-point 
of cooperation with a 
Government Bureaus. = — 


An outstanding example of 
Ahrens Editorial Leadership 


oop and more food—food and good | 

food—for America’s traveling 
wartime millions. Yet with rationing, 
with scarcities, with the vital neces- 
sity for cooperation with the War 
Food Administration ... the hotel in- 
dustry was confronted with a diffi- 
cult problem. 


Ahrens editors went to work to un- 
lock the problem. Slowly, bit by bit, 
the groundwork was laid. A para- 
graph of correspondence—notes on a 
menu—a chart on a hotel letterhead 
~a wire and a quick reply—one by | 
one, they fell into place. And now— 
one year later—comes the No-Point- | 
Low-Point menu-making plan, ac- 
claimed as a vitally important food- 
conservation project of the entire 
war—published each week exclusive- 
ly in the Hotel World-Review. The | 
sample chart below shows clearly | 
how it works. How “scarce foods,” 
“plentiful foods,” and foods that are 
“reasonably plentiful” are reported | 
to us by Teletype—so that hotel men | 
can know, without waste or costly 
guessing, how to plan their wartime 
menus to keep the traveling public 
fed. 


<xecutives of the American Hotel 
Association, National Restaurant 
Association, War Food Administra- 
tion, Office of Price Administration, | 
and large hotels from coast to coast, 
| 
| 
| 


are outspoken in their praise of this | 
new service. At the same time, spe- | 
cial recipes, based on these charts, | 
are being published in other Ahrens | 
publications— Hotel Management 
and Restaurant Management. 

This whole proj- 
ect, we believe, 
is a significant 
example of the 
editorial enter- 
prise and “know- 
how” for which 
the Ahrens or- 
ganization is 


DATE OF 
JUNE 3, 1944. Charts are published 
weekly in each ssuce of Hot W orld- 
Review. Each item kept up to date by 
Teletype to Ahrens Pul ations 


editors, 


Ahrens Publications 


HOTEL WORLD-REVIEW 


RESTAURANT MANAGEMENT * HOTEL MANAGEMENT 


71 Vanderbilt Ave. N.Y. 17, N.Y. 
> North Michigan Avenue, 
Chicago 1, Ill 


Representatives: Blanchard-Nichols-Osborn, 
805 C & S National Bank Bidg., Atlanta 3 
Ga Blanchard-Nichols, 100 Bush St., San 
Francisco 4, Calif.; Blanchard-Nichols, 448 
South Hill St., Los Angeles 13, Calif. 


Republicans Ask 
New Radio Law 


Chicago, June 27.—A new radio 
law which would clearly define 
FCC powers was advocated in the 


| platform adopted by the Republi- 
|can Party at its national conven- 


tion here this week. 

“In times like these,” the plat- 
form said, “when whole peoples 
have found themselves shackled 
by governments which denied the 
truth, or worse, dealt in half- 


truths or withheld the facts from 
the public, it is imperative to the 
maintenance of a free America 
that the press and radio be free 
and that full and complete infor-~ 
mation be available to Americar#s. 
There must be no censorship ex- 
cept to the extent required by war 
necessity. 


Condemn Government Use 


“We insistently condemn any 
tendency to regard the press or 
the radio as instruments of the 
administration and the use of gov- 
ernment publicity agencies for 


partisan ends. We need a new 
radio law which will define, in 
clear and unmistakable language, 
the role of the Federal Communi- 
cations Commission. 

“All channels of news must be 
kept open with equality of access 
to information at the source. If 
agreement can be achieved with 
foreign nations to establish the 
same principles, it will be a valu- 
able contribution to future peace. 

“Vital facts must not be with- 
held. 

“We want no more Pearl Har- 
bor reports.” 


Advertising Age, July 3, 19 


Release Vi-Tone Copy 
Russell T. Kelley Ltd., Ha: 
ilton, Ont., has released copy { 
Vi-Tone Sales, Hamilton, Ont., 
daily newspapers across Cana 
featuring iced Vi-Tone as an id: 
hot-weather drink. 


Breen, Akin Promoted 

Dee Breen, production manage 
for Littelfuse, Inc., Chicago, ha 
been promoted to western divisio; 
sales manager. R. G. Akin ha 
been named midwest sales man 
ager. 


When fortress Europe has fallen, and the 
slate against Japan is wiped clean, Victory 


—for America—will 


be only half won. 


Only the military phase of our fight to pre- 
serve American ideals and living standards 
will be ended. The economic battles—the 
phase of this war that intimately affects 
the daily bread of every American—will 
remain to be fought out here at home! 


How are we prepared for the shocks of this 
coming conflict? Shocks which must be 
withstood by American industry, if Ameri- 
can homes are to survive. 


THE IRON AGE e HARDWARE AGE e DEPARTMENT STORE ECONOMIST e BOOT AND SHOE RECORDER e THE OPTICAL JOURNAL AN‘ 
COMMERCIAL CAR JOURNAL e THE SPECTATOR LIFE INSURANCE |! 
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Flynn Heads New York 


\V’aste Paper Campaign 
gE. M. Flynn of the Daily News 
h s been appointed chairman of 
‘}a waste paper committee of the 
Publishers Association of New 
York City. Other committee mem- 
b rs are N. S. Macneish, World- 
T legram; P. E. J. Crowley, Jour- 
|-American; Wilbur Forrest, 
rald Tribune, and Ted New- 
use, Long Island Daily Press. 
ilter Merrill is managing di- 
‘tor. 


paper drive in New York, Periodi- 
cal Publishers National Commit- 
tee now has 200 magazine men 
working under Clifford Bailey of 
Cosmopolitan to clean out dormant 
paper in office buildings there. 


Hickey Joins Ayer 

Tom Hickey, former director of 
trade contacts for This Week 
Magazine, and previously with the 
New York Daily News and New 
York World-Telegram, has joined | 


Dramatize Joe Katz Ad 


“Don’t beg ’em, Uncle Sam,” 
caption of the 4th War Loan ad 
released by the Joseph Katz Com- 
pany, Baltimore and New York 
agency (AA, March 13), has been 
dramatized for radio presentation 
to promote the 5th War Loan drive, 
as well as the “Put your boy’s pic- 
ture here ... and read” copy re- 
leased in the New York Times 
recently (AA, June 5). The dra- 
matization is being used exten- 


CBS Ed Murrow 


program from 
London June 25. 


Joyce to Film Co. 

Fred A. Joyce, formerly director 
of advertising, publicity and enter- 
tainment at the Stevens hotel, 
Chicago, has been appointed spe- 
cial publicity representative of 
Twentieth-Century Fox Film Cor- 


Artists, Chicago, and previous to 


poration, New York. He was for- | 
merly publicity director of United | 
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the New York office of N. W. Ayer | sively on Blue, Mutual and CBS/that with David O. Selznick in 


' To aid the newspapers’ waste|& Son. | programs, and was part of the| Hollywood. 


SHREVEPORT 


LOUISIANA 


WARKET 


WITH 4 


From a 1941 high (in profits after taxes), 
the over-all return of large corporations 
had dropped last year nearly 20 per cent— 
despite a much greater volume of business. 
And these disturbing figures from the 
Federal Reserve are bracketed today with 
dolorous forecasts . . . experts estimate 
that 3 of every 5 plants now pouring out 
hundreds of weekly millions in war-roll 
checks must find new work within six months 
after Hitler's fall—or close their doors! 


Here at Chilton, we know that reserves and 
risk capital are the lifeblood of all busi- 
ness... that they, alone, can furnish the 
plasma to safely cushion economic shock. 
And we, at Chilton, shall continue to work 
energetically for tax law revisions which 
will permit industry to accumulate its vitally 


Chilton sources and influence are world-wide. Chilton 
Company (Inc.) has an equal interest in Business 


" " ° Publishers International Corp., publishing THE 
needed blood bank" of transfusible AMERICAN AUTOMOBILE (Overseas Edition), EL 
investments. AUTOMOVIL AMERICANO, INGENIERIA INTER- 


NACIONAL, Industrial Edition, INGENIERIA INTER- 
NACIONAL, Construction Edition, and EL FARMA- 
CEUTICO, 


CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 
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To the Editor: PITTSBURGH’S 
MUTUAL STATION WCAE EXTENDS 
CORDIAL AND WARM THANKS TO THE 
FOUR PITTSBURGH RADIO STATIONS, 
KDKA, KQV, WJAS ann WWSW 
IN APPRECIATION OF THEIR COURTESY 
AND HELP FRIDAY NIGHT, JUNE 23, 
WHEN TORNADO SEVERELY DAMAGED 
TRANSMITTER TOWERS. STATION OFF 
THE AIR ALL EVENING AND COURTESY 
ANNOUNCEMENTS BY ALL OTHER 
PITTSBURGH STATIONS ©&XPLAINED 
NON-OPERATION TO THE PUBLIC. A 
FINE EXAMPLE OF COOPERATION 
GREATLY APPRECIATED BY WCAE. 

MITCHELL B. DEGROOT JR., 

Promotion Manager, Station 

WCAE, Pittsburgh. 
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‘Patience’ Posters 


To the Editor: I thought you 
might be interested in the enclosed 
“patience poster,’”’ one of a series 
of eight on the subject of man- 
power, which the merchandising 
department of Life will soon make 
available to grocery chains and 
independents. 

Answering a _ definite grocer 
need, the posters explain visually 
the war-created necessity for pa- 
tience on the part of shoppers. 
Through dramatic Life photo- 
graphs on a colored background, 
and a few pointed words of copy, 
the posters remind customers that 
many experienced employes are 
now on fighting fronts. 

A regular mailing to grocery 
units on Life’s list will be made 


about July 15. This will be fol- 
lowed by mailings on request from 
other stores until the limited sup- 
ply is exhausted. 

Included in the first mailing 
will be two posters on manpower, 
and one on paper conservation to 
test grocer reaction to the use of 
this theme. If paper conservation 
proves a popular theme, other 
placards on this subject will be 
included in each of three subse- 
quent mailings of the “patience 
posters.” Two copies of each 
poster, 14” by 17”, will be sent to 
every store. 

Betty REEF, 
Life, New York. 
E v v v 
Using More Paper? 

To the Editor: I wonder if any 
one has called your attention to 
the Post Office Department's cur- 
rent cooperation in the paper con- 
servation campaign? I refer to the 
new 3c stamp which seems about 
75% larger than the standard size 
in order to carry a picture of the 
first steamboat which crossed the 
Atlantic in 1819. This seems a 
somewhat needless commemora- 
tive in D month. 

ELBERT JONES, 

The University Club, 
York. 


New 


‘Back the Invasion’ 
Is Timely Appeal 


To the Editor: I am enclosing 
a slick proof of our advertising 
appearing in papers of our terri- 
tory June 7 and 8, after the inva- 
sion. This ad was prepared in 
connection with the 5th War Bond 
drive. 

I was in attendance at the PUAA 
conference in Chicago when I 
learned that the invasion was on, 
and phoned our office to release 


This iuiartnaek' isa vente? s Soran. [prcene are welécata. 


Pf 
WCAE Thanks Rivals 
for Emergency Aid 


the advertising at once. This 
smaller ad had been prepared to 
appear in our weekly papers in 
their issue of June 8. I claim no 
power of prophecy, but knowing 
that D-Day would arrive some 
time soon, it seemed that our ad- 
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vertising would be more effective 
if it carried the line “Back the 
Invasion” rather than the little 
accepted line, “Back the Attack.” 
Thought perhaps you would like 
to use these, but if they get the 
“ashcan treatment” I won’t be 
mad but will still think that your 
ADVERTISING AGE is the best adver- 
tising publication in the world. 
J. K. FLANAGAN, 
Advertising Manager, Florida 
Power Corporation, St. Peters- 
burg, Fla. 
vvwey 


Briney Leaves ‘Popular 
Mechanics’ for Ohio Town 


To the Editor: Because of our 
pleasant relations of recent years, 
I thought I’d write you that on July 
1, I am leaving the advertising 
world and going to Woodstock, O., 
a little village founded in 1832 on 
land set aside by one of my great 
grandfathers and his three broth- 
ers from the corners of their ad- 
joining farms, for the purpose of 
having a town. 

It was in the early spring of 
1910, when plowing, that in the 
Outlook, I read an advertisement 
by Mr. George Batten, saying he 
would undertake to teach adver- 
tising to a young man, who could 
write plain, understandable Eng- 
lish. 

Whether he succeeded or not I 
will leave to others such as Mr. 
Dahlberg of Celotex, Mr. Hobart 
of Curtis Woodwork, Mr. Blake of 
Kimberly-Clark and a score or 
more of others, and of course there 
are the men I’ve worked with like 
Lawrence, Feland and Collette of 
the present BBD&O; Hanly, Bre- 
wer, Collette—a different one — 
and Montgomery of Ferry-Hanly’s 
and Brown, Mangold and _ the 
salesmen of Popular Mechanics 
Magazine. 

During these better than 34 
years, I have written advertising 
for products ranging from milking 
machines to tennis strings, from 
books to house paint, from tractors 
to Presidential candidates—two of 
them, both of whom lost. On ac- 
count of this Presidential record 
there have been some express the 
hope that I could write some ad- 
vertising this fall for Mr. Roose- 
velt. 

I have found the years I have 
spent in advertising very interest- 
ing and I have liked the people in 
it. I only hope that you can say 
the same. 


H. C. BRINEY, 
Poptular Mechanics Magazine, 
Chicago. 
- + YF 
Asks Posters to Cheer 


Returning Service Men 
To the Editor: A great oppor- 


tunity lies ahead of each and 
every one of us to help in the re- 
habilitation of our boys. 


We cannot restore to them what 
| they, have lost, but we can give 
them a lift and reestablish in 
them some of the faith they had 
when they left to give their best 
for us. 

Crile Hospital presented us with 
a problem most unusual, in the 
way of a request. It was for pic- 


tures and posters—the pictures to 
be colorful, pleasing, humorous, 
eye-satisfying and thought inspir- 
ing, with nothing depressing to 
remind the boys of their past ex- 
periences. We found we _ were 
able to meet in part this demand, 
but are fearful we will not be 
able to do so when other requests 
are presented. 

We realize acutely that this is 
our duty to our boys. The one 
thing we have decided to do is to 
make their convalescent period in 
the various hospitals as pleasant 
and helpful as possible. If we 
succeed in partially re-establishing 
in them a new lease on life and 
hope by these pictures, which may 
kindle in them a mental image as 
to their fitness for a definite enter- 
prise on which they might embark, 
we believe that we have not 
labored in vain. 

Are you ready to help restore to 


them their former peace of mind 
and health? If so, please send us 
whatever you may have, and as 
many copies as you Can. 
L. C. SyKorA, 
Director, Cleveland Students’ 
Poster Art Exhibit, Cleveland. 
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‘Gus’ Talks Invasion 


To the Editor: It seems that 
Gassy Gus gave a good guess 
on the Invasion! 

The enclosed May-June Insto- 
Gas-ette was mailed to 15,000 
readers on Saturday, June 3, and 
was probably received by most 
addressees on June 6. You'll see 
Gassy Gus’ comment on the inva- 
sion month on Page 1. 

J. O. BUCKERIDGE, 

J. O. Buckeridge & Associates, 

Detroit, Mich. 
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Praises Postwar Booklet 


To the Editor: Thank you for 
the copy of your booklet on Post- 
war Planning, which has just ar- 
rived. It is intensely interesting. 

I looked through it, read one or 


Advertising Age, July 3, 1944 


two of the articles, and decide 
that it was extraordinarily good 
and I called up my friend, Thoma 
J. Hogan, who was born in Vir. 
ginia and spent most of his lif; 
in Virginia, but who is now resi- 
dent in Australia. 

Mr. Hogan took the _ booklet 
away at mid-day, and has just 
spoken to me on the telephone 
asking if more copies were avail- 
able, if it could be reprinted in 
Australia, and all sorts of other 
questions which I could not 
answer. 

Mr. Hogan is an economist as a 
hobby, who does a little broad- 
casting and lecturing. If you re- 
ceive a radiogram from me before 
this letter reaches you, you will 
know that he is taking some active 
steps to circulate the information 
contained in your booklet. 

Incidentally, I am a past presi- 
dent of the Victorian Institute of 
Advertising, and an honorary life 
member of both the Victorian In- 
stitute of Advertising and the 
Advertising Association of Aus- 
tralia. 

G. J. MANTON, 

Jervis Manton Proprietary 


Ltd., Melbourne, Australia. 
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A tremendous barrage of printed facts, figures and 
instructions has been prepared to help our fighting men 


in their drive into Europe. 


125,000,000 pamphlets, handbills and posters make up a 
paper task force long ago designed to accompany and 


in many cases to precede the invasion. 


This rain of paper is the most carefully coordinated propa 
ganda drive in history. It is also the greatest, in point 


of volume, ever undertaken. 


With radios sealed, news channels stopped, under 
ground activities curtailed, paper was commis 


sioned to spread the word and to deliver the in 


But even this huge propaganda drive is bu' 
one of paper’s many contributions to th: 
war. Paper is, in fact, serving in more thar 
700,000 ways — on every fighting fron’ 


and on the home front. 


Making a thousand miles of paper a day, as 
do, we have seen the war widen the circle 
paper's usefulness many times over. In the broad 
use of paper which peace will undoubtedly ma! 
Oxford will be ready to help its « 


tomers with new and still finer products. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


WESTERN SALES OFFICE: 35 E. Wacker Drive, Chicxgo 1, Il. 


MILLS AT: Rumford, Maine; West Carrollton, Ohic 
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Here’s one business man 
who takes Sunday comics SERIOUSLY... 


And as business men go, this one is 
rather important. 

Sometimes he’s a guest at the White 
House. The admirals and generals think 
enough of him to give him off the record 
talks of campaigns, objectives, strategy 
—although he doesn’t make munitions 
or war materiel. 

Politicians and people who want 
support respect his opinion, favorable 
or otherwise. He phones London or 
Chungking if he wants to know some- 
thing fast, and employs a lot of high 
priced people to get information. 

He heads a company that usually 
employs several hundred people, spends 
and makes a lot of money, supplies a big 
consumer market. 

And he takes the Sunday comics very 
seriously... analyzes them intently, has 
readership checks made from time to 
time to reinforce his judgment. 

He knows that Sunday comics are 


Philadelphia Inquirer «¢ Pittsburgh Press 


definitely helpful in increasing the sales 
of his product—and his market. He has 
used Sunday comics as sales promotion 
for years; knows a lot more about their 
interest and attraction than other types 


of business men. 
Because this man’s business is pub- 
lishing a successful big city newspaper! 


Tue publisher knows that Sunday 
comics sell newspapers; and an easy 
method of getting more circulation on 
Sunday is to increase the size and content 
of his Sunday comics section. 

He knows that Sunday comics have 
extended the sale of his paper, made 
regular customers, far beyond its place 
of circulation . .. made big city Sunday 
papers regional rather than local. 

Case histories as to the selling force 
of the Sunday comics section are on 


record for forty years . .. And much of 


the existing total of Sunday circulation 


St. Louis Globe-Democrat «© Washington Star 


is a direct result of the comic sections. 

If comic sections are so effective in 
making and holding customers for the 
newspapers, why aren’t they effective in 
selling other products? . . . They are— 
but many advertisers haven’t found out! 


Merropotrran Group offers the 
national advertiser national coverage in 
a national network of the Sunday comic 
sections of forty-one major newspapers 

with 15,000,000 circulation, more 
concentrated in more markets than any 
other kind of national circulation. 

The regular reading habit of three out 
of four adults—and virtually all children 
—assures effective advertising reception! 
Color and a big space unit assure effective 
presentation. It takes only one order, 
one piece of copy and one bill. The cost 
is low... Learn more about the most 
magnificent advertising opportunity of 


our times! Call any office... 


Comics Section Advertising in: Baltimore Sun ¢ Boston Globe ¢ Chicago Tribune e Cleveland Plain Dealer ¢ Detroit News « New York News 


¢ Des Moines Register + Milwaukee Journal 


Minneapolis Tribune ¢ St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald ¢ Detroit Free Press * New York Herald Tribune « St. Louis Post-Dispatch 
Washington Post « opTioNnAL: Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch « Dallas News « New Orleans Times-Picayune-States 
Omaha World-Herald ¢ Providence Journal ¢ Rochester Democrat & Chronicle « San Antonio Express ¢ Springfield Union & Republican 
Syracuse Post-Standard . METRO PACIFIC: Fresno Bee ad Long Beac h Press- lelegram e Los Angeles Times e Oakland Tribune e« Oregon Journal 


Sacramento Bee + San Diego Union ¢ San Francisco Chronicle «+ Seattle Tirmes + Spokane Spokesman-Review « Tacorma News Tribune 


220 FE. 42d St., New York 17° Trib:une Tower, Cuicaco 11 « New Center Bldg., Derrorr 2 + 155 Montgomery St.,S4n Francisco 1 
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Jeep ‘Queer Bird’ 
for Farms, Says 
Commerce Writer 


Declares Tests Rule 
lt Out as Tractor 
or Family Car 


Washington, June 28.—The De- 
partment of Commerce rushed into 
the jeep controversy today with a 
prediction that the popular little 
Army car, currently subject to pa- 
ternity controversy before’ the 
FTC, won’t be of much value on 
the farm, anyway. 

Seemingly scoffing at the hair 
pulling of Willys-Overland Motors 
and the Minneapolis-Moline Power 
Implement Company, which have 
been locked in legal battle, ap- 
parently in hopes of gaining some 
advantage in the postwar farm 
market, Dorothy V. Knibb of the 
Bureau of Foreign and Domestic 
Commerce declares that the jeep 
is unsuited for work on the small 
farm, and that its role on the big 
farm isn’t large enough to affect 
the market for farm machinery to 
any large extent. 

As grounds for the statement, 
Miss Knibb asserts that the jeep 
isn’t capable of replacing the trac- 
tor for utility work, and on the 
other hand, it can’t be used to re- 
place the family car. Since half 
the nation’s farms have a cash in- 
come of $400 to $599 a year, it 
would be expected to provide pas- 
senger, hauling and power service, 
she believes. 


Gas Consumption Higher 


In an article in the June issue 
of Domestic Commerce, she 
writes that preliminary tests by 
the Department of Agriculture re- 
veal that in doing specific jobs, the 
jeep’s gas consumption is 50% 
higher than the comparable trac- 
tor, and that its over-all draw bar 
horsepower is from 1 to 3 less 
than that of the small tractor. The 
essential difference between the 
jeep and the tractor, she says, is 
the speed of the engine, the jeep 
running at 2,000 to 4,000 revolu- 
tions per minute, and the tractor 
geared for 1,300 to 1,500. 

Though the jeep hasn’t been 
tested “to the death” she admits, 
nevertheless, she says that experi- 
ence with the average touring car 
shows that life of the vehicle is 
greatly reduced when full engine 
power is used continually in low 
gear, so it can be expected that 
the jeep would burn itself out if 
harnessed to tractor work, particu- 
larly if it were not equipped with 
a governor. 

Another weakness of the jeep, 
Miss Knibb says, is its use of an 
8-inch clearance and a non-ad- 
justable tread width of 51 inches. 
On the other hand, as a car, she 
says it is uncomfortable “at any 
high speed and several low speeds” 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


and ‘“‘would probably not be aj} 
satisfactory means of transporta- | 


tion by farmers’ wives for visits 
to church, and town.” 


Design Needs Modifying 


As a truck, she says, “the jeep 
would be able to haul almost any- 
thing that could be loaded into it, 
which would not be much.” De- 
spite the fact that it can use one- 
axle drive on good roads, she adds, 
its gas consumption is relatively 
high (12 to 15 miles per gallon) 
and general maintenance would be 
considerably more than a pick-up 


truck. 

“If a farm jeep should be manu- 
factured, that is one so modified 
to meet essential specific civilian 
needs, its design would have to 
follow one of two plans,” she 
writes—“it could approximate the 
design of a tractor, or it could tend 
toward general hauling or pas- 
senger service. It could scarcely 
do both. If it becomes a tractor, 
its hauling potentialities would be 
infinitely less than they are now. 
And if it becomes a truck or a 
passenger car, it will lose most of 
its tractor facilities.” 


Robert Brown Promoted 


Robert H. Brown, for 10 years 
with the sales staff of Becton, 
Dickinson & Co., Rutherford, N. J., 
has been promoted to advertising 
and sales promotion manager of 
the company. 


Sunday Price Up 

Price of the Sunday edition of 
the Times-Union, Albany, N. Y., 
in the suburban areas has been in- 
creased from 12 to 15 cents per 
copy due to increasing production 
and labor costs. 


~— ' __ 
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Opens New York Office 


General Screen Advertising. 
Chicago, will open a sales anq 
service office in New York, July |. 
under the management of R. Ss 
Evans, formerly with Jam Han 
Organization, Chicago. 


Everson Joins Peck 


Herschel D. Everson, former) 
with Walsh Construction Con 
pany, New York, has joined Jam, 
O. Peck Company, industrial a; 
commercial field research, Ne 
York. 


Who checks 


Ue lal | 


ll 


Other 33 States 
SIGNIFICANCE: 


Ni 


Heart States, New York, Pennsylvania 


r differences ... revealed by a special tabulation by the 


U.S. BUREA UormeCENSUS 


$162 
$131 
$120 


For each $100 Gross Income per average U. S. farm there is enjoyed per farm family, by 


SUCCESSFUL FARMING SUBSCRIBERS 
Neighbors (Non-subscribers) 


EER 


... Suecessful Farming Subscribers are BEST... in their COMMUNITIES... REGION... NATION 


NOTE: Ask Successful Forming salesmen to show you proof of reader preference. 
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Returns to Studebaker 
Tait M. Hawkins, formerly ad- 


rtising Manager of the Stude- 
aker Corporation of Canada, 
\Vindsor, has returned to that 


sition after an absence of three 
ears as executive assistant to the 
anadian federal oil controller. 


Naitove Names Freund 


S. Naitove & Co., New York, 
‘abric manufacturer for men’s and 

omen’s apparel, has named Mor- 
‘on Freund Advertising Agency, 

ew York, to handle its account. 


Maxine Keith to Caples 


Maxine Keith, writer and pro- 


ducer of radio programs, has 
joined Caples Company, New 
York, as radio director. She will 


continue her series on Mutual en- 
titled “From Me to You.” 


Couper Forms Agency 


Don Couper, former advertising 
director of Loft Candy Corpora- 
tion, Long Island City, has opened 
an advertising agency under his 
own name at 441 Lexington Ave., 
New York. 


Packer Sponsors Shows 

Oscar Mayer & Co., Chicago, has 
begun sponsorship of ten quarter- 
hour programs and a _ half-hour 
show each week over Station 
WBBM, Chicago, on a 52-week 
basis. Mitchell- Faust Company, 
Chicago, is the agency. 


Merz Joins Gruen Watch 


Maurice Merz of New York, ac- 
tive for 26 years in the jewelry 
manufacturing field, has joined 
Gruen Watch Company, Cin- 
cinnati, as production manager. 


Serves the Nation’s Farm Leaders 


am EFREDITH PUBLISHING COMPANY, 


County Agent? 


... THERE ARE DIFFERENCES” 
IN FARMERS... 


_., does the country agricul- 
tural agent go when he wants his 


thinking checked? To the field, of course. 


certain farms. 


their neighbors. 


DES MOINES 3, 


And —if you followed him—you'd find 
that, instinctively he always heads for 


For, as in industry, there are leaders in 
farming, whose judgment and opinions al- 
ways count most. Their acres are always 
most productive... their harvest the first 
to be completed. 


They own more tractors, 


more machinery, more automobiles than 


And you'll find that their 


favorite farm magazine—the magazine 
they prefer above all others for up-to-the- 
minute information on the important busi- 
ness of farming—is Successful Farming. 

Successful Farming is the favorite ‘trade 
publication” of the top farmers of the 
Heart region. It has become so because 
its editorial contents are built on an inti- 
mate and personal knowledge of Heart 
farm families—what they produce—how 
they live. For more than 40 years, Suc- 
cessful Farming has been their working 
and planning guide. They prefer it to all 
other farm magazines. 


IOWA 


Cosmetic Makers 


Boost Advertising 


Chicago, June 27.—Two leading 
cosmetic and perfume manufactu- 
rers, With annual sales during 1943 
reportedly between $8,000,000 and 
$9,000,000, have formed a new 
company to operate the businesses. 
The deal is said to have involved 
a sum in excess of $2,000,000. 
Named Associated Distributors, 
Inc., the new corporation will 
be headed by Lewis J. Ruskin as 
president. He is president and 
founder of the Ford Hopkins chain 
of drug stores. J. Leslie Young- 
husband, founder of Associated 
Distributors and developer of its 
various cosmetic lines, will remain 
as chairman of the board of the 
new corporation. He will also 
head an individual company set 
up to operate the Dana perfume 
business, formerly an affiliate of 
Associated Distributors. 

Under the new plan, Associated 
Distributors will manufacture and 
distribute the Chen Yu line of nail 


Merge Operations; 


27 
, lacquers, lipsticks, hand creams 
and other nail and hand items. 


The Dana Perfume Company will 
manage and operate Tatoo, Savage 
and Tabu perfumes and cosmetic 
preparations. 

Sales of both companies will be 
handled through Associated Dis- 
tributors, Inc. Advertising and 
packaging of all products of both 
companies will be under the di- 
rection of Mr. Younghusband. 

It was announced that -the ad- 
vertising volume will be stepped 
up, but that there will be no 
changes in the type of promotion 
or in merchandising policies, 


Top N. Y. Fund Quota 


Advertising, publishing and 
radio groups have contributed 
$133,886 to the Greater New York 
Fund during the intensive period 
of the 1944 appeal, according to a 
report by Sherman K. _ Ellis, 
agency head and chairman of the 
advertising, publishing and pro- 
fessional group for the campaign. 
Three of the six divisions in the 
group have exceeded their quotas: 
trade publications, magazines and 
newspapers. 


IN 10 DAYS 


A». fo» h Linkinhinhchrndee 


AS PRIZES! 


ment has been one of the 


tournament is in its ninth year — 


prize money after expenses. 


paper readership. Excellent 
tion provides a quick trip to work 
quick for reading 


interest to all ages 
instead of on a bus seat. 


interests 


Chicago Tribune Services. 
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BASEBALL TOURNAMENT 
DRAWS 75,000 FANS 


ADMISSION AT POPULAR PRICES .. . 
EXCEEDS $12,000 TO SPLIT UP 


The State of Texas is full of league 
teams good enough to send dozens of 
stars direct to the Majors. In this com- 
petition, the Semi-Pro Baseball Tourna- 


It carries 25 of the most popular com- 
ics — fully covers the housewife’s many 
and is the only Houston paper 
offering both Associated and United Press 
services as well as New York Times and 
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THE HOUSTON 
MARKET: 


One Million Consumers 


* 


Quarter Billion Consumer 


country’s 
outstanding successes in sports under the 
sponsorship of The Houston Post. The 
each 
year bigger than the year before. Promo- 
tion is through The Post’s strong sports 
page exclusively, yet enough people pay 
a nominal admission fee to raise $12,000 


Goods 


94.6% Door Delivered or Mailed 


The Houston Post is a morning paper 
that goes into the home and is read at 
home. There are two big reasons why the 
Houston Market is different in morning 
transporta- 
too 
the paper through. 
Second, the Post carries material of vital 
it ends up at home 


* 


Steady Growth every Cen- 


sus since 1850 


¥ 


Tremendous Natural Re- 
sources as Vital in Peace 


Times as in War 


* 


9 | | P > Sea; - ; 

, : ‘ sargest Seaport in 
| For many years local business men = wey I 

| have profited by The Post’s influence in ‘reight i 
Ay asta : Water-borne Freight in 
l\the home by advertising in the Post. 

More and more National advertisers who U.S. 

want to reach the family as a group are 

bulking their advertising in Houston's 


only morning newspaper. 


* 


Represented by BURKE, KUIPERS & MAHONEY, INC. 


The HOUSTON POST 


First in the Texas Morning Field 


in City and Suburban Circulation 
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N. Y. Survey Praises | 
State as Business Area 

As part of New York State's | 
new postwar industrial develop- | 
ment program, the state depart- 
ment of commerce has just issued | 
a booklet of results from a poll of | 


‘‘No Burton Browne | 
client has a com- 
petitor with better 


advertising ’’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


Soe?) 
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New York State manufacturers on | 


| its merits as a business area. In| 


addition, the booklet contains data | 
|about business opportunity in the} 


| state, describing in terms of dollar 


value added by manufacture, the 
position enjoyed by New York | 
among the states for each wage 


dollar paid in each of the State’s| 


28 leading industries, and includes 


|maps giving information on rail- 


road, waterway, air and trucking 
facilities. 

The poll of industrialists shows | 
that 97% praise New York as a| 
market, 92% find labor coopera- 


| tive, 91% approve the availability | 
|of raw and semi-processed mate- 


rials, 92% 
transportation 


endorse the State’s 


system, 92% 


| satisfied with the cost and service 
| of public utilities and 91% approve 


the cost and service of fuel for 
manufacturing. 
Inviting manufacturers to con- 


| war problems, Commissioner of 
| Commerce M. P. Catherwood lists 
some of the services his agency is 
equipped- to render. These in- 
| clude plant location, a preview of 
taxes for new enterprises, infor- 


| 


|mation on manpower and other | 
the business 


| matters relating to 
outlook, technical service on new 
products and new materials, for- 
|eign trade possibilities and assist- 
/ ance in a system of subcontracting 
'for peacetime production. 

| Because of the paper shortage, 
copies will be available only to 
business men who write on their 
|own letterheads. 


8 3% * 


Large shipments of batteries to 
distribution points, without weekly 
recharges, a service necessary 
prior to the present development, 
|has been made possible through 
| the use of wafer-thin, microporous 
| rubber as plate separators in stor- 
age batteries. The material, de- 


are | veloped by the United States Rub- | 
Company, will replace wood) 


| ber 
|separators now used in batteries, 
and unlike it, will not buckle 
should the protecting acid and 
| water mixture become low or ex- 


|sult the department on their post-| pended, the company points out. 


Advertising Age, July 3, 1944 


TALK POSTWAR PLANS—Sterling Too 
new advertising and sales promotion program with agency men at one of the 
luncheons held during the manufacturer's national sales and advertising con- 


ference in Chicago. 
Briggs, the agency; J. A. Proven, 
Wyly, advertising manager of the comp 


| Products Co. officials talk over the 


Left to right are: George L. Briggs, of Behel & Waldie & 
general sales manager for Sterling; R. D. 


any; and B. D. Waldie of the agency. 


pletely charged, the acid mixiure 
is taken out, 
The plates and separators are then 


After the battery has been com- 


in the new process. 


FOUNDATION 


e INDUSTRIAL AVIATION offers a firm 
base for building sales in the manufactur- 


cornerstone of this magazine’s circula- 


tion policy. 


Strictly limited to 15,000 key execu- 
tives and engineers, INDUSTRIAL AVIA- 
TION is exclusively theirs—in contents, in 
appearance, in tone. Not offered outside 
this field — never on newsstands — it is a 
closed book to all but its selected, in- 
fluential readers. And, they know it! The 
whole atmosphere is that of an insider’s 
book. The plain result is an advertising 
medium of deep sales influence. 

Get the complete facts. Ask a Ziff- 


your sales plans. 


ing branches of this tremendous industry. 
Here’s why: Basically, you must reach 
the men with influence—and they are the 


Davis representative how to use INDUS- 
TRIAL AVIATION as a foundation for 


removed and completely dried. 
After all moisture has been elimi- 
nated, the unit is replaced, the 
battery sealed and made ready for 
shipment. Thus treated they are 
said to retain 75% of the original 
charge while in storage for periods 
over a year, and are ready for im- 
mediate use after distilled water 
and acid have been added. In ad- 
dition, minus the weight of water 
and acid, the batteries can be 
shipped at lower cost, and without 
the added danger of loss of elec- 
trical charge through spillage of 
the acid mixture. 


oo BS bs 
Arguing that “helicabs” are a 
natural adjunct to the taxicab 


business, cabmen are making ap- 
plication for postwar helicopter 
certificates with the Civil Aero- 
nautics Board, it is pointed out in 
the current issue of “Aviation 
News, > McGraw-Hill publication. 
“Studies by the taxi owners as- 
sume rates, arbitrary pending ex- 
perience, of $2 for the first four 
miles and 20 cents a mile there- 
after. This would make a 40-mile 
trip for one passenger cost $9.20. 
Additional passengers would pay 
50 cents each, mainly to cover in- 
surance,” the publication says. 


ok ae 8 


Further use of laminated plastic, 
now extensively used in airplane 
and other war product manufac- 
tre, is being probed by research 
engineers of the Formica Insula- 
tion Company, Cincinnati, O., 
J. Roger White, vice-president in 
charge of sales and advertising for 
the company, reports, with the 
automotive and furniture manu- 
facturing industries spurring in- 
terest in postwar usages. 


OPPORTUNITY 
for 
NDVERTISING MANAGER 


™ CREATIVE MEN 


. Prominent Cleveland 
Manufacturer with na- 
tional distribution and 
national advertising needs 
Advertising Manager, Em- 
phasis on organizing and 

administrative ability 

rather than copy writing. 


2. This agency now needs 
one Account Executive 
and one Assistant Account 
Executive. Must be good 
creative writers. 


Please make application com- 
plete in first letter giving 
education, religion, experi- 
ence, age, draft status, salary 
bracket, photograph, samples 
and further details you wish 
to send. No interviews 
granted until after applica- 
tion letter has been received. 
Replies held strictly confi- 
dential. 


The 
GRISWOLD-ESHLEMAN COMPANY 
Advertising Agency 


Terminal Tower. Cleveland 13. 0. 
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Prices ARE going up while the quality of goods 
we buy is going down, says the ranking Republi- 
can Member of the House Committee on Banking 
and Currency. He contends that inflation is gyp- 
ping us out of our earnings, deflation of quality is 
robbing us blind. He says the old anti-inflation 
battle cry, “Hold the line,” has become “Hold the 
bag” ...a shopping bag filled with inferior mer- 
chandise that represents virtually every commod- 
ity on the market today. Rep. Wolcott claims 
inflation is here, and here illegally, in a sinister and 
diseased form that he exposes in the August issue of 
The American Magazine, now on the newsstands: 


WHERE YOUR MONEY GOES 
by REP. JESSE P. WOLCOTT, OF MICHIGAN, 


Ranking Republican Member of House Committee 
on Banking and Currency 


Scores of wildcat manufacturers have 
sprung up to capitalize on the chaos 
into which our Government has permit- 
ted domestic supplies to fall. Reputable 
manufacturers are struggling against 
odds to keep their products up to 
y decent standards, but they cannot sup- 
ply the market. Reputable merchants cannot buy 
enough honest goods and, under consumer pressure, 
grab what they can get. Even in the best stores you 
may be stung unless you examine your purchases 
of unknown brands with a microscopic eye, says 
Representative Wolcott, as he opens the sore that 
festers beneath the surface of our economy. 


We 


%% 7 
THE CROWELL-COLLIER PUBLISHING CO....%.% @ 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S AND WOMAN'S HOME COMPANION om 


1 WAS LOST 
84 DAYS 
IN THE ARCTIC 


by LIEUT. LEON CRANE, 
Army Air Corps 


His plane down in flames, his comrades 
gone, this Army pilot parachuted down on 
a snowy slope on the frozen wastes of 
Alaska, miles from nowhere, with no food, 
no weapons, no gloves... his only stake in 
survival a pocketknife and 40 matches. 
His 84-day fight for life over 120 miles of 
snow and ice is one of the most amaz- 
ing adventures of this war. Don’t miss it. 


The May issue of The 
American Magazine 
reached newsstands on 
April 4th. In it appeared 
an article, “20,000,000 
Forgotten Americans,” by 
Sen. Elbert D. Thomas, - 
which for the first time 
told the American public the startling truth 
about the punishment and plightof America’s 
neglected millions of white-collar workers. 


Three weeks later a special Senate Sub- 
Committee headed by Senator Pepper of 
Florida reported on the status of the 
fixed-income group recommending 
to the WLB the same measures advo- 
cated by The American Magazine article 

that controls be lifted from the $200- 
a-month income group and that spe- 
cial attention be given to schoolteachers. 


Headline-making, action-causing articles 
like this demonstrate the enormous 
influence of The American Magazine 
IN THE SERVICE OF THE NATION. 


“apy 


250 PARK 


‘, 


Share your American Magazine, then save it 
for the Government's waste paper drive 


AVENUE, NEW YORK 17, N.Y, 
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Names Lynn-Fieldhouse 


Capital Bakers, Harrisburg, Pa., 
has appointed Lynn-Fieldhouse, 
Wilkes-Barre, Pa., to direct its 
advertising and merchandising. A 
test campaign in the Harrisburg 
area is being planned. 


coat Ss = 


Cooper Joins Agency 

A. E. Cooper, formerly sales 
and advertising supervisor of 
Montgomery Ward & Co., Chicago, 
has been named merchandising 
counsellor for Locke, Johnson & 
Co., Toronto agency. 


GIBBONS 


" ASOVERTISING 
SAY SYS] 


TORONTO MONTREAL WINNIPEG 


REUINA 


KNOWS CANADA 
J.J. GIBBONS LTD. 


i) 


MERCHANDISING ” 
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Heads Thompson Office 

J. A. (Cotton) Robbins, for- 
merly with Pure Oil Company, 
Chicago, has joined George E. 
Thompson & Associates as man- 
ager of the Chicago office. 


Kramer Joins Grove 

Herman A. Kramer, formerly an 
investigator for the St. Louis of- 
fice, WPB, has joined Grove Lab- 
oratories, St. Louis, as priorities 
director. 


Hickey Joins Ayer 

Tom Hickey, for ten years direc- 
tor of trade contact for This Week 
Magazine, has joined N. W. Ayer 
& Son, New York. 


To Start Tele Research 


Fred H. Fidler, for 15 years with 
various J. Walter Thompson of- 
fices, has resigned and will shortly 
open his own offices in New York 
doing television research. 


SHATTERING ALL TRADITION 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


This is possible because, during peace times, American Industry 
developed the ability and resources to manufacture vast quantities 
of almost everything with a speed our enemies cannot match. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Foyr Modern Mills... All in Wisconsin 


© No longer is it necessary for our infantry to 


rely entirely on rifles and bayonets, for many 
tradition-shattering developments have put a deluge of 
fire-power into the hands of our doughboys. Today... 
with automatic rifles the standard weapon for most of our 
foot soldiers; with machine and sub-machine guns; mortars 
and Bazookas...a small group can beat off hundreds of 
enemy armed in the usual way. 


| CONSOLIDATED (dde.7 PAPERS 
AT UNCOATED PAPER PRICES 


nl Consolidated’s pioneering achievement, which lowered the price of 
mT! enamel-coated printing paper to that of uncoated stocks, is typical of 
many peace time developments which are now helping win the war. 


Paper is an important war material!! It is needed for keeping records, for 
writing orders, for protecting war supplies. It also provides an effective 
medium for stimulating enthusiasm and speeding up the vital work at home. 


Who... seeing realistic photographs of our men in action in America’s 
great magazines . . . can fail to give the war effort his best? Countless tech- 
nical and business publications also help increase the tempo of the necessary 
work on the “Home Front.”’ 


Consolidated produces an important share of the coated paper used in 
printing such publications. Thus Consolidated’s development of 1935 
becomes of added importance, for it not only reduces costs but also makes 
possible the production of quality paper with a minimum use of critical materials, 
man-power and machine-hours. 


Furthermore, when Consolidated Coated is speci- 
fied its relative high opacity and bulk make the use 
of lighter weights practical, conserving paper and 
the materials of which paper is made. 


SALES OFFICES 
135 $0. LA SALLE ST., CHICAGO 3 
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FAMOUS BRANDs 
RODYCTION GLOsg 
WORE GLOsg 
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Advertising Age, July 3, 1944 


Newspaper Ads, 
Radio Spots Plug 
New Kellogg Food 


Battle Creek, Mich., June 27.- 
Kellogg Company this week jis 
launching 600 and 800-line ads jin 
newspapers of leading East Coast 
markets to announce its new 


cereal—Raisin 40% Bran Flakes. 
The newspaper ads follow up 
spot 


the large-scale announce- 


MADE AS ONLY 
‘ KELLOGO'S CAN 


[lags nm mn mm SY) 


ment drive Kellogg is conducting 
in key cities throughout the coun- 
try, which got under way several 
weeks ago. 

Captioned “Lookit— a Grand 
New Cereal by Kellogg’s,” the ads 
stress the crispness of the flakes, 
the “plump, tender raisins... all 
in the same package.” Signature 
line carries small pictures of Kel- 
logg’s “famous bran cereals”—All- 
Bran and 40% Bran Flakes, now 
a threesome with the new raisin 
product. 

Kenyon & Eckhardt, New York, 


‘jis the agency. 


Campbell to ‘Marketing’ 


W. R. Campbell, for the past 
four years public relations counsel 
for Automotive Transport Associa- 


tion, Toronto, has been named 
general manager of Marketing, 
Toronto. 


Becomes Ad Manager 


W. R. MacMorran, a member of 
the advertising department of the 
Winnipeg Free Press since 1927, 
has been appointed assistant ad- 
vertising manager. 


Leading Agencies Rely on 


Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 


are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 


tion. Ad-setting, Engraving 
and Printing...all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 
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What's the two-minute story got to do with Philadelphia and your advertising message ? 


Plenty—because Philadelphia newspapers reflect the deep-rooted difference in viewpoint that 


divides Philadelphians like the Mason-Dixon line once separated the North and South. 


In Philadelphia, your traditionalist reads one, or both, of the city’s two conservative news- 


papers. Your liberal buys, believes in and supports The Record. 


That's why no single newspaper can “deliver” Philadélphia in one all-inclusive package. That's 
why The Record is the essential paper in any combination designed to give complete coverage 


of America’s 3rd largest market. 


IT TAKES THE RECORD 


oma’ — PHILADELPHIA RECORD 


QUARTER MILLION DAILY - HALF MILLION SUNDAY 


Represented Nationally By GEORGE A. McDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 
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lo the Chicago [tibune 


The TRIBUNE?’s reply: 


‘The Tribune received your letter. Well, we 


went out to see Milon’s mother, Mrs. Milon 
Gross, at 733 Melrose street, Chicago, and 


you'll just have to take Milon at face value. 
She’s a mighty nice woman and she said 


her son had never worked for the Tribune 


nor won a prize from the Tribune, and our 
records bear her out. 
**He’s been in the navy about a year, 


Milon’s mother reported. He was graduated 
from Lane Technical High school and 
worked in a war plant before he enlisted. 
**As for his claims about the Tribune: He 
gets the paper, it’s right there where you 
can read it. Write us again some time. 


Ph 


JS 


A Newspaper is useful to advertisers according to 
, the number and kind of readers it attracts and the intensity with 
which they read it. 

The Tribune is Chicago’s oldest newspaper, locally owned and 
edited. As the product of 97 years of service to the community and 
the nation, it is the Chicago newspaper bought, read, quoted, talked 
about and bought from thruout this market as is no other. 

The editorial qualities responsible for the reader-attachment 
described in the accompanying letter have built for the Tribune a 
total circulation which on weekdays during May averaged in excess 


of 940,000 net paid. 


hicugo Tribune 


THe Wortupd’s GRgeaTeEstT NEWSPAPER 


This was from 455,000 to 620,000 more than delivered by other 
Chicago daily newspapers—and more, in fact, than delivered by any 
two other Chicago daily newspapers combined. 

On Sundays, Tribune total circulation last month averaged in 
excess of 1,300,000 net paid—a new all-time high for the month. 
This was from 325,000 to 930,000 more than delivered by other 
Chicago Sunday newspapers. 

By placing in the Tribune more of their promotion budgets than 
they placed in any three other Chicago newspapers combined, ad- 
vertisers as a group make plain that it pays to advertise in the 


Chicago newspaper more people read and want. 
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ernment estimates of the cost of 
living, used by the WLB to defend 
its “Little Steel” formula. 

“Special and weekend sales, 
commonly announced by advertise- 
ments, have largely disappeared 
since January, 1941,” the report de- 
clared, adding that the gap be- 
tween advertised prices and regu- 
lar store prices has virtually dis- 
appeared. 


Advertised Prices Lower 
In January, 1941, the report said, 
a study of 146 items in 9 cities 


showed that advertised prices were 
on the average 18% below prices 


Dearth of Sales 
Raises Food Cost, 
ClO Report Says 


Washington, June 28.—Disap- 
Pearance of weekend food sales 
has contributed measurably toward 
a 71.9% increase in food costs dur- 
ing the war, the CIO declared to- 
day in a new report attacking gov- 


recorded by shoppers of the Bu- 

reau of Labor Statistics, used as 

the basis of government estimates 

rf 23.4% rise in living costs since 
y 


No More Specials 


To widen the gap between CIO’s 
estimates of prewar food costs and 
current food costs, the CIO said 
that a study of 166 items in 8 
cities in April, 1943 showed the av- 
erage difference between adver- 
tised and store prices had been 
cut to only 4%. 

“We conclude that the disap- 
pearance of advertised specials has 


been a significant factor in causing 
advertised prices to move up to a 
level much closer than in January, 
1941, with BLS prices,” the CIO 
said. 

“If, as we find, advertised prices 
were 18% below BLS prices in 
January, 1941, it is inconceivable 
that workers would fail to take ad- 
vantage of that fact, and buy 
heavily at the advertised price,” 
the CIO asserted, in an effort to 
strengthen its argument that BLS 
prices do not reflect the full rise 
in the cost of living. 

Stressing the fact that food store 
advertising covers a large number 


> Years ago men’s wear ads were prettied up by too- ) 
pretty models like chis one —dudes and dandies some 
women might want to dance with, but most Toms, 


Dicks, and Harrys wanted to kick in the pants. 


> No gigolo or jitterbug is the kind of man you see 
in apparel ads these days. This model, for example, 
probably looks like someone you know, a typical 
business executive or professional man. 


WHY DID APPAREL ADMEN CHANGE MODELS? 


Because when it comes to clothes, John Q. comes from 
Missouri. You have to show him—show him that anything 
he is about to wear has already been worn by men he ad- 
mires, respects, wishes he were like—his bosses—the lawyers, 
doctors, architects of his community—the men who drive 
better cars and live in better homes. These are the kind of 
men you think of when you think of the readers of Time. 


—tops wit 


h the me 


Fact is TiMe’s more than a million male readers are 
the employers of America—33,000,000 other Americans 
work for them. That’s why so many men’s wear manufac- 
turers are planning to advertise in TIME—to launch new 
styles, to start men wearing new kinds of clothes that will 
be more fun to buy and wear. For when TIME readers 
take up a style, the rest of America takes it up too. 


What’s more, these TIME readers are a gold mine of pur- 
chasing power! For example, they buy four times as many 
suits as the average man— (and pay more for them!) —they 
make about twice as much money as average Americans. 


You can reach these men best in the magazine they like 


best —in Time.” 


n other men COP a 


*AMERICA’S MOST IMPORTANT MEN VOTE TIME AMERICA’S MOST IMPORTANT MAGAZINE: 


Corporation Officers and Directors . Men Listed in ‘“‘America’s Young Men"... Members of Congress . . « 
Men Listed in “Who's Who”... U. S. Radio Commentators . . . Mayors . . . Motion Picture Producing Execu- 
tives Bankers Customers of Better Men's Wear Stores in New York, Chicago, and Los Angeles. 
(A these and 21 other groups vote “TIME is America’s most important magazine!” ) 


Advertising Age, July 3, 1944 


AT PAA CONVENTION—Harwood H. 
Fawcett, Transit Advertising, San Diego, 


Cal., and newly-elected PAA vice- 

president (seated) and Maurice Hea- 

ton, Williams, Lawrence & Cresmer, 

Los Angeles, retiring president of the 

group, which held its annual convention 
recontly in Fresno. 


of important items, the CIO said, 
“there is nothing fictitious about 
advertised prices.” 


Questions Chain Prices 


The union refused to believe that 
the 18% difference resulted be- 
cause chain and large independent 
stores, which have the lower 
prices, did the advertising. If this 
were true, and chain stores did 
half the business in a city “when 
prices were weighted, chains 
would charge 33% less than inde- 
pendents and workers would pa- 
tronize chain stores exclusively,” 
it said. 

The report said that nearly 60% 
of retail food purchases had been 
made on Fridays and Saturdays, 
and that nearly 80% were made on 
Thursdays, Fridays and Saturdays. 
CIO also said that lack of grade 
labeling of canned goods had re- 
sulted in considerable upgrading, 
resulting in further additions to 
the cost of living. 

In their final summary the CIO 
staticians decided that decline in 
food sales, when all factors were 
considered, resulted in a 5% in- 
crease in the cost of living, while 
another 2% resulted from the de- 
cline of clothing sales. 


Fladoes to Kelvinator 


Karen Fladoes, in charge of 
home economics activities for the 
Peoples Gas Light & Coke Com- 
pany, Chicago, has resigned to join 
the Kelvinator division of Nash- 
Kelvinator, Detroit, in a similar 
capacity, effective July 17. 


‘Stardom’ Becomes *17’ 


Stardom, publication of Guide 
Magazines, New York, has been 
renamed Seventeen effective with 
the September issue, when it be- 
comes a general magazine keyed 
to the interests of teen-age girls. 
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But he goes daffy 


in a delicatessen... 
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Ox Sunday afternoon, Mrs. Ponsonby asks 
Mr. Ponsonby to dash over to the delicatessen 
and pick up a half-pint of cream... An hour 
later, Mr. Ponsonby comes back, bearing eight 
dollars’ worth of anchovy paste, caviar, cottage 
cheese, dill pickles, pigs’ feet, smoked herring, 
pretzels, other assorted indigestibles—and a 
half-pint of cream! 

Some people go haywire in five-and-tens, 
hardware stores, millinery shops or cosmetics 
departments. Mr. Ponsonby is just a soft touch 
in a delicatessen. 


Most human beings are susceptible to 
the display of merchandise. And assorted stocks 
accelerate suggestion and sales. 

Did you ever stop to think the sheer volume 
of advertising in a newspaper is another reason 
why newspaper advertising sells? 

The successive stimuli of spring fashions 
on page after page stirs even the hard-budget 
housewife, makes shopping irresistible. 

Should a half-dozen stores simultaneously 
advertise coal shovels, the average citizen 
becomes suddenly aware of how bent, worn, 
rusty and inefficient is his own furnace feeder. 

After a series of new car announcements, 


coae)\ \ | 
Mi ; Sigige 


the man who just said his old bus was good for 
a decade, the engine barely broken in... dallies 
with the idea of getting a demonstration. (In 
other seasons, the present excepted!) 


Newsparer advertising always discovers 
new needs, wakes up new wants, pushes 
prospects to the purchase point. Newspaper 
advertising encourages buying rather than 
brooding... has a “now” note, a “‘don’t delay” 
delivery, a clear call to come and get it. 

When your merchandise is grouped with 
other desirable, available merchandise, placed 
and priced specifically, tuned in on today’s 
demand... your advertising accumulates by 
association more urgency, more oomph! 


Good company never hurt a good product! 
Newspaper advertising speeds it to a sooner 
sale, earlier enjoyment, quicker consumption. 
Make newspaper advertising part of your sales 
program to get the final, decisive sales stimulus 
that only newspaper advertising affords. 


Che Philadelphia Inquirer 


...the first advertising medium of Philadelphia ...This advertisement is one of a series in behalf of news paper 


advertising ...and is available to anv newspaper for reproduction or publication, without credit 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis: Keene F itzpatrick, San Francisco 
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Eastern Railroads Fight 
Freight Rate ‘Upheaval’ 


Washington, June 29.—Eastern 
railroads, fearing a shift of indus- 
trial centers to other parts of the 
country, have fought unrelentingly 
during nine days of hearings to 
kill proposals now before the 
Interstate Commerce Committee 
which would abolish freight rate 
differentials between the North 
and South. 

The hearings, conducted with 
the blessings of the White House 
and a powerful group of western 
and southern politicians, are sup- 
posed to determine whether new 
rate schedules should be issued 
which would reduce shipping costs 
from the South, and _ therefore 
open isolated sections of the coun- 
try to large new industries. 

Eastern railroads, defending the 
integrity of the highly concen- 
trated East Coast industrial traffic, 
assert that pricing policy should 
be left to railroad management, 
but they expressed their real fears 
when they said that “the Commis- 
sion does not have the power to 
remake the country through the 
medium of freight rates.” Extent 
of their concern is signalled by the 
statement of Parker McCallister, 
their counsel, who warned: ‘We 
do not yet have a state planned 
economy here.” 

ok es bo 


Set-back: Full significance isn’t 
yet known, but it appears that 
government information takes a 
step backwards under Congres- 
sional orders abolishing OWI mar- 
ket surveys. Since campaigns can- 
not run without surveys, each 
agency will make its own, and we 
can probably expect partial re- 
vival of the same kind of over- 
lapping that gave rise to original 
demands for one agency to super- 
vise government information. 
Reasonable: OPA yielded to good 
sense and modified its rules so that 
catalog publishers may quote a 
price which includes the 20% ex- 
cise tax on electric lamps and 
tubes, instead of listing price and 
tax separately. Experience shows, 
OPA says, that where items ap- 
pear separately, mail order cus- 
tomers sometimes forget to include 
payment for tax. 

tR * cK 


Praise: Sen. Harry E. Truman, 
whose criticism of war advertising 
has sent chills down many an 
important spine, is pleased with 
the progress industry has made 
through self-regulation in elimi- 
nating “the objectionable 2%” of 
brag ads. He has had two meet- 
ings with an informal group of 
publishers and advertising trade 
association executives to discuss 
the subject. Turn-about: For 
reasons of its own, Treasury Pro- 
curement never issued the four- 
page brochure announced in Ap- 
VERTISING AGE June 19, which 


If it’s 
A TEST 


you want... 


TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Previderce Bulletin 


By STANLEY E. COHEN, Washington Editor 


invited potential surplus buyers to 


| get acquainted with Procurement 


field officers. Instead, an innocu- 
ous list of field office addresses 
and potential surpluses went out, 


with a suggestion that companies 


desiring information ‘write the 
nearest regional office.” 
Bd oo * 


Postwar: Commerce officials say 
that business men are visiting 
Commerce field offices in larger 
numbers, seeking statistical and 
marketing information for their 
postwar planning. Trend is particu- 
larly strong among manufactur- 
ers of items subject to high excise 
taxes, who are looking to greater 
distribution to offset sales resist- 
ance. Commerce field offices have 


also been actively providing infor- 


mation on Latin American mar- 
kets for use of drug and pharma- 
ceutical firms that will try ex- 
porting. Spot: When the War 
Department budget was up last 
week, Senator Gurney displayed 
antagonism toward revival of 
Army air cadet advertising, be- 
cause several thousand air cadets 
have been transferred to the in- 
fantry. Cornered by ‘Gurney’s 
questions, Lt. Gen. Joseph T. Mc- 
Narney, deputy chief of staff, 
pointed out new recruiting of 
17-year-olds was necessary as 
possible recruitments, but that 
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older men, only partly trained, 
had been released for immediate 
action with the infantry because 
“if these individuals had been left 
in the air forces they would have 
been out of the war for a long 
time and nobody would have got- 
ten use from them.” 

* oS a 


Honor: The radio industry was 
awarded “a certificate of apprecia- 
tion” for assisting the War De- 
partment in recruiting technica) 
personnel for the Signal Corps 
Progress: Fats being more plenti- 
ful, while resins are extremely) 


OURS IS A NATION AT WAR... but ours never has been and never 


will be a nation in sackcloth and ashes. 


AND SO, WHILE CLICK’S EDITORS regularly present the considered 


opinions of such sober observers as Emil Ludwig, Ernest Lindley, 


H. R. Baukhage and Pierre Van Paassen. they also view the lighter 


side of contemporary.life with articles by Leonard Lyons, 


Dan Ferris. Bill Corum and Joe Williams among others. 


THUS CLICK’S EDITORS cover the range of American reading inter- 


ests. bringing into realistic balance the editorial fare that the 


magazine furnishes to more than 1.000.000 representative families. 


CLICK 


AMERICA’S LARGEST MONTHLY PICTURE MAGAZINE 
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short, the War Food Administra-; ernment plans for release of neo-|keters from cashing in on the; that six months after World War Iprotect users of hearing aids. 
tion will allow manufacturers to|prene for girdles for the ladies} prestige value of the armed forces | started, the nation was observing | Experiment: Joint Contract Ter- 
make soaps by prewar formulas,| had to yield to military necessity.|is an action against Union Foun-|wheatless Wednesdays. On July | mination Board will open lecture 
without the addition of extra ee ae tain Pen Company, New York, | 1, 1918, the U. S. had 40,000,000 | courses at 50 universities so gov- 
resins. Cleaning: Military de- Fake: ODT warns against travel|for selling pen and pencil sets| bushels of wheat. On July 1, 1944,;ernment officials and representa- 
mands for carbon tetrachloride| bureaus and agencies that claim} colored and inscribed so that they | it had 300,000,000. Searce: Photo-| tives of industry can learn con- 
have declined so sharply that be-|or imply that they can guarantee! allegedly appear to have Army|graphic film production in 1943) tract termination procedure. 
gianing in August, dry cleaners} accommodations for their patrons,|and Navy endorsement. Earlier| was 546,000,000 square feet, 30% * * #8 
1 have their allotments in-/asserting that such claims “are| cases include an action against | above 1941. Most of it was for Uncle Sam, Inc.: Government 
creased 500%, which will mean | false.” Though no _ specific ads} Willys-Overland Motors to protect} military and essential industrial | entered the music publishing busi- 
: that there will be enough of the| were cited, Col. J. Monroe John-|the name “jeep,” and another} purposes. WPB now fears produc-|ness when Alien Property Cus- 
ingredient to fill requests from all}son, ODT chief, claims numerous| against a department store chain|tion may have to be increased | togian James E. Markham warned 
: plants that need it. Rubber: And|complaints of such practices have|for alleged misrepresentation of|again ... and radio batteries are | that he holds basic American copy- 
2] there was a surplus of neoprene,| been brought to his attention.| rejected Army raincoats. still very scarce. Military de-|ripshts for “Lili Merlene,” Nazi 
) grade synthetic rubber, this}FTC: Latest FTC complaint in a| Planning: War Food is proud| mands are so high that WPB must| marching song, and that anyone 
mth. A few months ago gov-'series designed to prevent mar-! that wheat is plentiful. Points out|use every resource in order to| wishing to exploit the song must 


ly - obtain a license from Uncle Sam. 
4 ... and the Army air forces will 
collect royalties, for Air Forces 
Relief, on its book now being dis- 
tributed through private publish- 
ers. 
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Facts: American factories made 
$766,400,000 worth of household 
furniture in the boom year, 1941, 
the Department of Commerce sta- 
tistical handbook on “Household 
Furniture” reports. It is available 
from the Bureau of Foreign and 
Domestic Commerce, or from 
Commerce field offices. For per- 
sons interested in textiles, the 
Bureau of the Census has a four- 
page report on production of cot- 
ton goods for the first and fourth 
quarters of 1943 and first quarter 
of 1944. It is in the Facts for 
Industry Series. Refinement: OPA 
has fixed its rules so transit com- 
panies and slot machine owners 
who collect ration tokens by “mis- 
take” can turn them in to ration 
boards. Indictment: The _ ever- 
vigilant Department of Justice is 
swinging into action to break up 
what it alleges to be a conspiracy 
to control tombstone prices. 


‘Gottlieb to Join Y&R 


| Lester Gottlieb, publicity di- 
|rector of MBS and with that net- 
work since its inception in 1935, 
has been named director of radio 
publicity for Young & Rubicam, 
New York, effective July 15, suc- 
ceeding William J. Thomas, re- 
signed. 


Canadian’ 
Women 


Prefer 
Chatelaine 


*A magazine edited for 
young married women in 


English-reading Canada. 


* Reaches one in every four 
urban families. 


* The direct way to ensure 
your share in Canada’s 
expanded consumer pur- 
chasing power. 

* Published by The Mac- 
Lean Publishing Com- 

4 pany Limited, largest 

magazine ublishing 
house in Eoned 

| 


lhe | Chatelaine 


The Canadian Woman's Magazine 
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Earphone Makers 


on Their Ear Over 
Lenith’s $40 Set 


(Continued from Page 1) 
to 40% of the industry’s dollar 
volume, and which in 1943 had a 
retail business of nearly $6,000,000 
in hearing aids, batteries and ac- 


ARE YOU 
EFFECTIVE 


—in selling America's 13 
million Negroes? Maybe not, 
but you will find our expert 
help in merchandising, ad- 
vertising, and research a 
great aid to you. We service 
odvertisers and morketers at 
low cost. Write for Negro 
Market Facts today. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING ¢ AUDVERTISING « RESEARCH 
545 Fifth Avenue, New York 17, N. Y. 


1 GUT OF 
EVERY 10 
AMERICANS 
1S A NEGRO 


| 95 exclusive distributors. 
| phasizes “low pressure selling.” 


cessories, has increased its adver- 
tising expenditures this year by 
35% in an effort to maintain vol- 
ume. In 1943, Graybar’s retail 
sales were $4,000,000. 

Maico, according to J. L. Arm- 
strong, sales manager of the com- 
pany, has had “a substantial sales 
increase in the first half of this 
year as against the same period of 
1943. The company sells through 
It em- 


Other Prices Higher 


Sonotone retail prices continue 
to be $165 for a two-tube and $185 
for a three-tube instrument. 
Western Electric’s unit sells for 
$183; Acousticon, for $166.50 and 
$171.50; Maico, for $160 and $170; 
Aurex, for $165; Telex, for $155 
and $175; and Otarion, for $143. 
Several companies also make car- 
bon-type sets, retailing at $50 and 
up. Western Electric has a new 
carbon set which sells at more 
than $100. 

Development of Zenith’s unit 
emerged from the company’s 
Radio Nurse device of 1938, 
through Zenith’s stationary hear- 
ing aid, Ravox. It includes radi- 
onic tubes, crystal microphone, 


magnetic earphone, batteries and 
carrying case. Zenith’s research 
laboratory also contributed special 
plastic-covered wires in flesh-tint 


which are kink-, sweat- an 
sound-proof. 
For a decade prior to Zenith’s 


entry, Sonotone Corporation prob- 
ably was the most active company 
in the hearing aid industry. Be- 
tween 1930 and 1940 its volume 
rose from $170,000 to more than 
$3,000,000. Sonotone’s advertising 
expenditure in 1943 was $326,570. 
For several years this company 
has run a consistent full-page 
schedule in Life. This year it will 
spend about $185,000 in Life, and 
perhaps $400,000 more will go into 
newspapers on a 50-50 coopera- 
tive basis between the company 
and its 155 district managers. 


Spend $9 Per Instrument 


Graybar and its 160 dealers will 
this year spend about $400,000 in 
cooperative advertising for West- 
ern Electric hearing aid devices. 
Graybar dealers pay $92 for each 
unit, and company and dealer to- 
gether spend $9 per instrument on 


advertising. Graybar executives 
assert that its whole program 
since 1942 has been intended 


Wichita KFH 


Part of the Assembly Line at Wichita’s Beech 


Beechcraft Photo 


Aircraft 


America’s Number One Boomtown! 


Wichita leads them all—the first city in the United States in fac- 
tory wage earner employment gains! Using 1937 as the base, 100, 
the Bureau of Labor Statistics has indexed Wichita at 939.4—with 
only one other city, Long Beach, even a close second. What does 


this figure mean to you, an advertiser? . 


.. Just that the constantly 


increasing number of big money makers has made booming Wich- 
ita first in the great Southwest in sound, solid sales gains, too... 
with monthly retail sales up to $16,000,000. Wichita has important 
money to spend today and is anticipating an ever-progressive 


tomorrow, 


Aviation Center of the Americas. 


Come D Clem Campane le Bewed oe Pertermames 
pony A A "game Sons Des end tage Onset ee 


5000 


WATTS DAY 


with its permanently placed aircraft industries in the 


Wichita is a Hooperated City 
Get the Facts at an Edward Petry Office 


Your sales gains 
in booming 
Wichita will 
stick if you stick 
to that selling sta- 
tion in Kansas’ 


Richest Market 
& NIGHT 


FH 


WICHITA 


CALL 


ANY PETRY 


| Sono Believes | 


H ae 


Ah PERSON al 


ET abel 


Cmeaee GO 3, HU! 


To Visiting Physicians 


at the A. M.A. Convention 


Announcing 
a True Revolution in 
~_ for the Hard of Hearing! 
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Thank You, America Sor. 


mendous En 
¢ Fults C2 dorse 


Your 
— 
oa — Wb Cor’ ry Li ‘ 


epee ati» 


HEARING AID APPEALS—Current and recent copy employed by hearing 
aid manufacturers shows Zenith against the field with its low-cost instrument. 


simply “to keep dealers going.” 
They would like to increase ad- 
vertising, but in December, 1942, 
the WPB asked the hearing aid 


people to cut down on promotion 

because of materials shortage. 
In a list of services, compiled by 

Sonotone, to which a hard of hear- 


> 
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OFFICE. 


“You know, dear, 
we're nearly twice 
as good as anybody? 


Sure, 
Silas — but 
turn over and 

go to sleep! 


1943 over '39—was 213.2%, whereas the national — 
increase was 128.3%! Some punkins, but 1944 will - 
be better yet! And listen—WDAY is win, place and 
show in the best farm section of North Dakota. May | 
we send you the facts? You'll easily see why WDAY 
ne ‘the list e seu ts 
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ng person is “entitled,” 
Sonotone makes all points. 
eading makes, 


only 
Of 11 
only five get a 
-heck for “scientific measure- 
nent’; nine for “fitting by a 
rained technician’’; four for “both 
yone and air conduction types.” 
The bone-conduction type of aid, 
leveloped by Sonotone, is licensed 
to Western Electric, Acousticon 
and Radioear. 

Six makes are checked by Sono- 
tone as offering “personal assist- 
ince during the rehabilitation 
oeriod,’’ when a person is learning 
to wear an instrument. Of the 11 
makes, Sonotone alone is checked 
by itself for ‘most accurate fit- 
ting,” “periodic checkup and re- 
measurement,” “immediate re- 
placement with equivalent right 
out of stock,” and “frequent con- 
tact to keep person in hearing.” 
Of the nine factors, Sonotone gives 
Zenith a check on only one of 
them—the “written guarantee by 
the maker.” Sonotone and Zenith 
are said to be the only ones among 
the 11 which offer this guarantee. 
Zenith provides a one-year guar- 
antee with replacement of wear- 
able parts for $1, and a five-year 
guarantee with replacement of 
wearable parts for $7.50, after 
which the original one-year guar- 
antee is renewed. 


Others Fight Back 


Reflecting the strength of Zenith 
competition are the advertise- 
ments of other makers. The Med- 
ical Acoustic Instrument Company, 
Minneapolis, maker of Maico, 
through Harold C. Walker Adver- 
tising, Minneapolis, in its news- 
paper and magazine copy, asserts 
that Maico is “not to be confused 
with the ordinary amplifier or 
telephone type hearing aid. Maico 
produces 90% of the vacuum tube 
hearing test instruments — the 
choice of physicians, schools, 
clinics and America’s Army, Navy 
and Airlines.” 

Maico’s advertising program, 
paid for by the factory, is pro- 
portionate with sales, and is not 
dealer cooperative. 

Otarion, Inc., Chicago, through 
Earle Ludgin & Co., Chicago, says: 
“Otarion is a hearing aid that is 
more than a radio. Otarion selects 
the sounds you want most to hear 
for the nearest approach to nor- 
mal hearing.” 

Denison B. Hull, president of 
Otarion, told ADVERTISING AGE: 
“The long range effect of the in- 
troduction of mass produced hear- 
ing aids backed by large advertis- 
ing expenditures will, we believe, 
be beneficial to us, as any increase 
in the use of hearing aids will help 
break down sales resistance. The 
immediate effect has been to ac- 
celerate the process of weeding 
out our weaker retail outlets with 
a temporary decrease in our 
wholesale business. Our stronger 
retail outlets are continuing to do 
a good business.” 

Acousticon, made by the Dicto- 
graph Sales Corporation’s Acousti- 
con Research Laboratory, Jamaica, 
L. I., through Ruthrauff & Ryan, 
New York, recently announced a 
new service to the hard of hear- 
ing in three-column newspaper 
copy. Acousticon’s plan is a tie- 
up with the medical profession. 
“Leading physicians,” it asserts, 
“have repeatedly pointed out that 


IRON and 


produced an- 
nually in the 
Buffalo area, is sufficient in vol- 
ume to rank it the sixth largest 
steel producing center of the 
country. This, together with other 
widely diversified industries 
make-Buffalo a “must” in present 
and post-war sales activities. 


STEEL... 


Buffalo 
COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


the hard of hearing who cannot 
be helped by medical or surgical 
treatment have but one practical 
solution to their problem—the ac- 
curate fitting of an adequate hear- 
ing aid . . . the Acousticon Coop- 
erative Medical Service Plan en- 
ables the physician to diagnose 
speech-hearing deficiency, recom- 
mend a hearing aid where indi- 
cated, and professionally confirm 
the amount of hearing restoration 
required by the patient and ac- 
complished by a hearing aid.” 

“The advent of a $40 hearing in- 
strument is not, after all, quite as 
revolutionary a proposition as it 


has been painted,’ R. E. Baker, 
advertising manager of E. A. 
Myers & Sons, maker of Radio- 
ear, told ADVERTISING AGE, adding: 
“The writer recalls a hearing aid 
introduced many years ago at a 
retail price of $29.50. The com- 
pany with which I am now af- 
filiated retailed a hearing aid at 
$35. If my memory is correct, one 
company sold over 20,000 hearing 
instruments in one year at a price 
of less than $40. Thus, it is read- 
ily apparent that while the pub- 
lic may, for a while, be induced 
to believe that the true value of a 
hearing aid lies in its price tag, 


39 


and that this price tag should not}! with the first five months of 1943. 


be over $40, the experience of the|I find that Radioear 


has not 


industry over an extended period |escaped the effects of this seven- 
of years dictates to the contrary.’’| figure advertising campaign (Ze- 


Mr. Baker says his company | nith’s). 
does not intend “to be stampeded| been small. In 
into the business suicide that} volume in 
would be involved if we were to} 


fact, 


“The effect, however, has 
our 
1944 over the period 


dollar 


attempt to meet this competition 
on a price basis. . . Post-sale sell- 
ing is important and it has been 
the experience of the hearing aid 
industry over the years that post- 
sale selling cannot be slightened. 
“T have just compared our dol- 
lar volume of hearing aid business 


431 8S. Dearborn S8t., Chicago 
for the first five months of 1944 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, 


Inc. 
Wab. 8655 


of the two tallest in Americ: 
see for a distance of 50 milg 


be heard. 


In addition to the b 
give WKY when hoo 


in the near future, this lo 


and television antennas as soon as equipment 
Applications for licenses are already on file. 


WKY coverage, which is now considerably in excess of t 


IGHER than any man-made st 
of the United States, WKY’s new 


p,to its ngw 


ure in the southern half 


15-foot antenna is one 


rom this height one can 


arther than many stations can 


st in coverage which this antenna will 


isgion facilities 


carry FM 


vailable. 


rm was plannec 


of any other Oklahoma City station, will be materiallgin- 


| creased daytime with its new quarter-million dollar i 
| tion, and nearly doubled nighttime. 


WKY was the best buy for advertisers yesterday, is the 


alla- 


_ best buy today, and will be the best buy tomorrow. 
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mentioned is approximately 3%|in effect, accomplished for us an 
lower than the dollar volume we educational and promotional cam- 
experienced in 1943. We consider} paign which our limited advertis- 
this an extremely low price to pay| ing budget would not permit us to 
for the wholesome effect this ad-| approach.” 

vertising campaign has had upon} Stanley Nowak, president of 
the calibre of our organization and | Telex, told ADVERTISING AGE, “Our 
we also believe that since people | experience has taught us, as a re-| 
have purchased low-priced hear-| sult of the Zenith campaign, that 
ing aids who never before were|a certain percentage of their pur- 


Zenith’s national advertising, op- 
tometry departments of selected 
retail stores throughout the na- 
tion are designated Zenith hearing 
aid distributors. Last month| 
Zenith announced that in localities | 
| where there are no optical dis- 
pensers, the communities’ local | 
| druggists would be delegated as | 
| Zenith hearing device dispensers. 


bill to 4 Fighting Job 


ARMY ENGINEERS 


and HOTELS. 


Commander E. F. McDonald Jr., 


Become o 
NAVY NURSE 
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Serve with the Navy's 
MEDICAL CORPS! 


The Story of Island N 


1) 


} 
willing to consider the use of in-| chasers will definitely look for} Sonotone controls its sales all | se + = 
struments, the $40 competitor has, | | hearing advantages we are able to| the way to the user. District man- | = a == 
offer, knowing that such _advan- agers work on commission, the in- | = = 
| tages definitely cost more. struments being sold to them on | S| --—: 
oa : consignment. Under the district | ae wine anes 9? ss 
POST-WAR CONSTRUCTION of Zenith Goes to Druggists managers are some 350 “consult- | = v= 
= Zenith advertising, meanwhile, | ants,” also on commission. Sono- | GREYHOUND 
APARTMENTS has been in the nature of a cru-|tone is now seeking to build its | sate = 
|sade. In a recent advertisement, | force of 500 representatives to 800/ GREYHOUNDS 


|ing aid. Already, your demand | that basis. 
has made Zenith’s rate of hearing 
aid production the largest in the Market Widened Greatly 


advertiser itself. 


who control 97% -- 


ific Coast newspapers which have won 


by next January. 

ee --- president of Zenith, asserted: Zenith sells its $40 job to whole- | 
10¢ MILLION An T _— |“Last November Zenith said: | salers for $16 and to retailers for | ee age mage ag are three of the series of ads run by 
00 ANVaHY— From now on, no one need pay|$24. Competitors doubt whether | ie joan aa 7 ney f th Ww wad ee ee at ee ae oe 
Sell Architectural Men more than $40 for a quality hear-| Zenith is making any money on| @Mthusiastic endorsement of the War Advertising Council a P el 


vertising that does a necessary war job while telling a service story for the 
Beaumont & Hohman, San Francisco, is the agency. 


« FOR GREATER COVERAGE, USE 


Pencil Points 


The Magazine of Architecture 


|| world today!” | Like Comdr. McDonald, Barney | 
| Zenith’s plan of merchandising | J. Farwig, sales manager for Zenith 
||its units through opticians and | in the Hearing Aid division, suf- | 
optometrists is based on its belief| fers from impaired hearing. Mr. 
that such men are accustomed to Farwig, who was for 18 years sales 
dealing with persons needing|manager for Cities Service, has 
therapeutic help. Tied up with| worn various hearing aids for the | 


past six years. When he bought 
one of the first Zenith units on the 
|market he was so enthused he 
went to Zenith and said, “I’ve got 
to have a part in this.” 

Mr. Farwig says Zenith has cre- 
ated a rebirth of an industry by 
| making the unit available through 


— |price, distribution and operating 
~ Sd Sle fh hal -_ =e AS economy to those heretofore de- 
f a. | nied. 


A 


| Competitors in general agree 
Bl ens Zenith has widened the mar- 
w|ket, and assert it will redound to 
y | their benefit when the new users 
oo emerge from the “Ford into the 
|| Cadillac” class. Zenith, however, 
| is emphatic in its declaration that 
BA | despite price they have the most 
i |effective device in the field. 
Meanwhile, members of the 
|hearing aid industry will learn | 
B | soon how they stand in unit sales. 
|The American Hearing Aid As- 
| sociation, Washington, has begun 
for the first time to compile sales 
figures on this rapidly growing, 
sharply competitive industry. 
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Griswold-Eshleman 
Names Farran V.P. 


Charles Farran, account execu- 
tive since 1931 and assistant sec- 
retary and treasurer for two 
years, has been 
elected vice- 
president and 
creative di- 
rector of Gris- 
wold - Eshleman 
Company, 
Cleveland. 

Mr. Farran 
joined Gris- 
wold - Eshleman 
in 1927 and be- 
fore that was 
assistant adver- 
tising manager 
of Chandler Cleveland Motors. 
He is a member of the Cleveland 
Advertising Club, Industrial Mar- 
keters of Cleveland and is a former 
chairman of the Cleveland chapter 
of the American Association of 
Advertising Agencies. 


Charles Farran 
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‘San DIEGO is not a “war © 
| baby.” This area has in- 


creased in population every 
‘census since 1900, never less 
than 38%! (another 100% in 
the ray three years). The 
basic factors of wealth re- 
main - plus a metropolitan 
population of industrial im- 
portance, estimated last Fall 
at 443,700 (OPA). Reach 
these San Diegans through 
124,000 daily Unions and 
Tribune-Suns, or over 95,000 
‘Sunday Unions! Schedules 
‘accepted subject to space 
availability and 1,000 line ad 
| maximum. 


RECENT DATA 


Effective buying income: $2,016 per 


capita (83% above national aver- 
age). Retail sales per capita: $492 


(73% above national average). San 
Diego is a 5.2 times better market 
than in 1936! (Sources: SM, except 


| population and circulation figures) 


REPRESENTED NATIONALLY 


By WEST-HOLLIDAY CO., Inc 


TEST Prev’ NEWSibes Clear’ New York + Chicago + Denver + Seattle 
ont PUBLISHING co., WILLIAMSPORT, PA. : 
The 500, w le . , Portland San Francisco «+ Los Augeles 


REPRESENTATIVES: Osborn, Scolare, Meeker & Compeny end The John Budd Company 
“GRIT AMERICA! More than 2,000,000 families living in 15,066 towns of less than 2,500 


population’. Grit's more than 500,000 circulation includes 1 out of 5 of these families each week. 


SAN DIEGO has ‘balance” 


TRIBUNE . 
Union-Tribune Publishing 
San Diego 1, California — 
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Of course wills never are broken. They’re inter- 
preted. But there’s something wrong if a docu- 
ment is subject to guess and argument. When 
John Barston draws up a will, it holds water— 


it says what it means and is legally valid. 


John Barston is Foxcroft’s leading lawyer, and 
an example of many lawyers in rural towns and 
small cities. They know the law from A to Izzard 
and are a social and political power in the com- 
munities that carry the most weight in Congress. 
They believe in traditional Americanism, in self- 
reliance and private enterprise—rugged prin- 


ciples that PATHFINDER has upheld for fifty years. 


PATHFINDER has always been published for 
people in smaller communities. There, among 
the most thoughtful, influential groups, it is 
closely read and often quoted. The new PATH- 
FINDER—Sparkling, vigorous, splendidly printed 


—is fast increasing an intensely loyal following. 


PATHFINDER BLDG. 
WASHINGTON, D. C. 


GRAHAM PATTERSON, Publisher 


National advertisers are using PATHFINDER 

as the shortest route to the Main Street market. 
That’s where 52 percent of our retail stores are 
located and where more than half of the nation’s 
buying dollar originates. Space in PATHFINDER is 


the high road to an important market. 


Chicago, 180 North Michigan Ave. . 


ADVERTISING OFFICES: 


Philadelphia, 230 West Washington Square * New York, 420 Lexington Avenue 
Detroit, General Motors Building 
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MACFADDEN PUBLICATIONS, Inc. 


STORY - "THE MACEADOEN WOMEN'S CROUP - THE MACFADDEN MEN'S CROUP 
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HART OF THE WEEK . . . . THE PAY-OFF . . . . OTHER FEATURES. . . | 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Jear Joe: 


Here is a postwar prophecy which ap- 
lies to returning admen and to those of 
is who are trying to keep things going. 
\fter V-day the merchandising in a cam- 
aign and the mer- 
‘-handising ofa 
‘campaign will again 
yecome an essential 
nart of a successful 
sales program. 

Today oversold 
production lines and 
under-stocked deal- 
ers discourage or 
prevent merchan- 
dising activities. 
Many campaigns in- 
clude no special reason for the pub- 
lic to buy, and no special reason for the 
sales force and trade to do anything un- 
usual about the advertising. As a result, 
advertising men are apt to forget that 
merchandising is like adding Ethyl fluid 
to gasoline—it gives a more powerful im- 
pact..to our message and gets more sales 
mileage from our circulation. Joe, when 
you come back, remember the tested 
methods of putting merchandising in a 
campaign. Remember how related-item 
selling, self-liquidating premiums, one- 
cent sales, consumer contests, combination 
sales, all bring the public nearer to the 
purchase of your product. Those mer- 
chandising elements stimulate the desire 
“to buy now,” right while the campaign 
is on. 

Remember that sure way to get full 
dealer support for an outstanding adver- 
tising campaign—make it worth while for 
the trade to place adequate orders, to 
make impressive window and counter dis- 
plays, and to push your product in local 
dealer advertising. 

Some advertising men will tell you that 
an effective advertising campaign can 


W. A. Pleuthner 


itself achieve all these objectives, without 
giving dealers any extra or special incen- 
tive. That is true, but the desired results 
usually come more slowly when advertis- 
ing alone has to activate the trade. After 
the war many advertisers will not want 
to wait for a slow dealer influence. They 
will want campaigns designed to shift 
trade support into high gear, right from 
the start. Companies will want to capture 
new markets, to retain or increase exist- 
ing markets, as quickly as possible. 

So remember merchandising time-sav- 
ers like (1) special deals on quantity 
orders, (2) payment for mass displays, (3) 
sales contests. Yes, these extra rewards 
for extra effort have made campaigns 
“pay out” as they went along. Therefore 
they should also be considered when you 
put merchandising in a campaign. 

Now let’s look at the postwar merchan- 
dising of advertising. That’s the essential 
activity of selling the campaign to the 
client’s own sales force and to the dealer’s 
sales force. During the war there has 
been a strong temptation to neglect that 
job. Shortage of goods, slower shipments, 
curtailment of paper usage, have all cut 
down the merchandising of many cam- 
paigns. Joe, when you get back at your 
desk, typewriter, or drawing board, bring 
out your successful techniques in port- 
folios, broadsides and dealer mailings. Re- 
member that more dealers respond to a 
campaign presented through the dramatic 
effect of movies, records, or telegrams, 
etc. Plan to tell more of the facts and the 
thinking behind your campaign. Dealers 
like to be considered as insiders, and get 
the backstage story. 

Yes, there’s a great day coming for you 
returning advertising men, who use mer- 
chandising to “spark-plug” advertising. 


WILLARD A. PLEUTHNER, 
Vice-President, Batten, Barton, Dur- 
stine & Osborn, New York. 


the Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


By THE MAIL ORDER MAN 

For some months we have been talking 
about mail order advertising without ever 
defining it exactly. Probably the idea has 
been clear to most AA readers but it may 
help to put it into words. 

Mail order advertising, at least for the 
purpose of The Pay-Off, is any advertis- 
ing which tries for direct responses— 
either through direct purchases or in- 
guiries which can be followed up for con- 
tacts or sales. It differs from so-called 
general advertising primarily in this ele- 
ment of trying always for direct, traceable 
action in inquiries or sales. 

It can use, does use, all media. A busi- 
ness college in Washington, D. C., runs car 

irds in street cars urging riders to take 

folder out of a basket at the end of the 
ir—this folder containing a reply card 
king for information about training 
uurses. A hospital insurance company 
ww has a force of telephone solicitors 
illing every home in certain sections of 
hicago to make appointments for per- 
nal salesmen. A book house in New 
Lork mails many thousands of letters to 
isiness men over the country, each letter 
ntaining an order blank. A _ personal 
an company uses outdoor advertising to 
vite an inquiry for a free booklet. Blot- 
“rs with a detachable reply card are dis- 
ibuted from office to office. The great 


mail order houses mail millions of adver- 
tising catalogs to get direct orders. I do 
not now recall any specific case where 
screen advertising has been used for this 
but I am quite sure it has been done. 

But the media most commonly used by 
mail order advertising are magazines, 
newspapers and radio. A food company 
offers in its radio program a sample of one 
of its products for 10 cents. A publisher 
of five-cent books uses newspaper pages 
to get orders for these books. A manu- 
facturer of home workshop tools runs ads 
in mechanical magazines offering a free 
descriptive booklet of his tools. 

Practically every type of goods or serv- 
ices has been included in mail order ad- 
vertising—from five-cent articles to house 
water systems, expensive jewelry and re- 
frigerators. Correspondence schools and 
book publishers are probably its best 
known users. For the smaller, less ex- 
pensive products the advertising usually 
tries for an order; for more expensive 
articles, the attempt is to get an inquiry 
which may be followed up more exten- 
sively. 

Usually the bid for a reply is openly 
emphasized as in a publication coupon, in 
a direct mail order form or in the radio 
commercial. But sometimes for various 
reasons it is purposely minimized and the 
offer or reply appeal partially hidden. The 


number and quality of responses can be 
closely conditioned by the nature of, and 
emphasis on, this point. 

The handling of the responses from the 
advertising is as varied as the advertising 
itself. Where an order for a sample or the 
advertised article itself is received, the 
delivery is usually by mail with a notice 
to the local dealer or salesman, if any. 
Sometimes, however, the delivery is made 
by the local representative to help him 
build his contacts and future business. 

When the advertising offer is of a book- 
let or product information, the inquiry 
may be followed up in any of three ways 
—entirely by mail campaign, by a local 


salesman or by both in combination. Ex- 
perienced mail order advertisers work out 
this follow-up procedure as carefully as 
they do the advertising itself. 

I have no good idea how large a part 
of advertising can rightly be called mail 
order advertising. Certain publications 
and some few radio stations specialize in 
it. Much direct mail advertising comes 
under this heading. Hundreds of concerns 
depend on mail order advertising for their 
business. On the whole it is probably a 
small proportion of all advertising — my 
guess would be that it is less than 20%. 
But that small proportion has an influence 
on advertising far beyond its size. 


lhe Creative Uans Corner 


This Corner has never been overly im- 
pressed with the contention that retail ad- 
vertising has a harder job to do well than 
national advertising. 

The claim hinges usually on the argu- 
ment that the retailer adds up the results 
of each day’s advertising on his cash reg- 
ister tapes even before that day is done— 
that the advertising has to pay out. On 
the other hand, it is pointed out, the na- 
tional advertiser may wait weeks or even 
months to know how well his copy has 
done ... and there probably are many in- 


Mahe? thé boy 


‘Your home is alive as long 


as it keeps changing 


———e 
en ; 


stances in which he never really finds out. 

Now, the fact of the matter is that the 
retailer does get a daily score shéet that 
is impossible for all but the relatively few 
national advertisers who sell direct by 
mail or who use boxtop or coupon deals. 

However, this hardly makes the retail- 


er’s job more difficult. On the contrary, 
we think it must be much easier. And 
certainly the great bulk of retail advertis- 
ing is done the easiest way: for it gives 
itself no greater task than to say to the 
people who on any given day may be in- 
terested in shoes, for example, “Come look 
at these shoes, in this store where you are 
accustomed to shop—see how well they 
will suit you and at what a low price!” 

Indeed, a very considerable part of re- 
tail advertising concerns itself with shoes 
—and everything else—at specially (or 
supposedly) reduced prices. 

This applies to much department store 
advertising and to practically all retail 
food and drug linage and, wherever it is 
used, radio time. 

The job of making successful national 
advertising seems to us very much more 
difficult. In the first place, national ad- 
vertising is not “shopped” in the manner 
of so much retail advertising; it must first 
of all create interest in itself. 

It often must create interest in a prod- 
uct or service for which there is neither 
immediate need nor desire. And rarely 
does it have the retailers’ tremendous ad- 
vantage of a bargain appeal. 

Finally, if it is to be successful, national 
advertising must create a brand pref- 
erence that will hold up over a period of 
time and against stiff competition not 
alone from other advertising—but also on 
store shelves and counters over which the 
advertiser has not the slightest control. 

That it can do this is known to every 
successful distributor. So are the tech- 
niques by which interest and preference 
are created. The odd thing is that they 
are not better understood and more fre- 
quently used by the retailer. 

Surely no one in retailing can doubt the 
effectiveness of such conspicuously fine 
advertising as that of Lord & Taylor in 
New York, Marshall Field & Co. in Chi- 
cago and, say, Bullock’s and Roos Bros. 
in California—all of whom rely heavily 
on creative selling. 

Advertising of this caliber is conspicu- 
ous partly, we think, because the general 
retail level is so low. 


POST-WAR RESIDENTAL PLANS of KANSAS FAMILIES 
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Postwar Growth of 
Home Freezers and 
Foods Indicated 


Locker Operators to 
Sell Units, Merchandise 
Packaged Goods 


Chicago, June 30.—That frozen 
foods in variety, as well as freez- 
ing units, priced to be attractive 
to customers and profitable to re- 
tailers, will be an important post- 


pemesarennae rarer space 


Foss Srevens 


*! 


Radio.and Newspaper Publishers @ 


Special Advertising Representative: 


war industry, was further indi- 
cated this week by a survey of 
frozen food locker operators made 
by Edison General Electric (Hot- 
point) Appliance Company. 

The survey revealed that some 
4,000 opérators, reflecting the 
thinking of 1,500,000 families now 
renting storage place in their 
plants, will retail home freezers 
following the war. This confirms 
the prediction, previously termed 
over - optimistic, that 1,000,000 
home freezers will be sold during 
the first two years after the war, 
according to F. F. Duggan, man- 
ager of the Hotpoint refrigeration 
sales division. 

“When frozen food distribution, 
especially of nationally advertised 
standard package goods, develops 
in display methods, brand supplies, 
and advertising acceptance to a 
point justifying the widespread 
publicity which has been given to 


Fr} it, then grocers will be assured 
iiof a fair profit on these products 
ijand frozen foods will be a sound 
| phase in the food merchandising 


industry,” Mr. Duggan said. 
Truck Routes Planned 
The survey also revealed that 


, before the war 51.6% of the locker 


plants sold food at retail; while 
in the postwar era 78.3% plan to 
enter this field, with 18% plan- 
ning to set up truck service routes. 

“This offers conclusive evidence 
to food dealers that there will be 
huge and highly competitive mar- 
ket sources for frozen products,” 
Mr. Duggan said. “Much of the 
present uncertainty and confusion 
concerning the future of frozen 
foods is due to bad conditions pre- 
vailing at the retail level before 
the war in the distribution of 
national brand foods. This was 
caused by poor display; and worse, 
almost no home facilities for stor- 
ing frozen foods when several 
packages were bought at once. To 
aggravate this, from the retail food 
dealer’s viewpoint, widespread 
publicity indicated that he had a 
new line upon which he was mak- 
ing lots of money. 

“Food retailers, as do other mer- 
chandisers, know that a_ small, 
poorly displayed line of merchan- 
dise never sells well, and this is 
especially true where there is no 
big industry-wide advertising pro- 
motion.” 

The survey revealed that of 1,154 
operators, 904 now process and 


package frozen food; 596 now sell 


frozen food to retail customers; 
933 plan to sell, process, package 
and retail frozen food after the 
war; that 90.7% of these would 
do so for vegetables, 91.6% for 
fruits, 81.5% for meats; that 852 
operators will expand their opera- 
tion for retailing of frozen foods 
after the war; that 888 plan to 
sell and distribute commercial 
brands of frozen foods; 736 do not 
plan to distribute packaged frozen 
food by truck to homes; that 1,072 
did not sell frozen food home stor- 
age cabinets before the war; that 
910 intend to sell them after the 
war. 

Mr. Duggan declared that the 
postwar outlook for frozen food 
supplies includes these factors: 
(1) local locker plants to process 
and package locally grown prod- 
ucts, with local grocers becoming 
outlets for these products; (2) a 
widespread distribution to food 
retailers of nationally advertised 
brands in large packages suitable 
to long-time home storage; (3) 
new specialties for home eating, 
such as famous dishes from 
widely - known restaurants, and 
frozen specialties of other kinds 
not now available for home con- 


sumption, will open a new market 


Valuable in determining 
sales policy and direct- 
ing salesmen’s efforts 


Whenever a 


dealer advertises— your own or 


competitive—it has an effect on sales and 
profits. ACB Tie-in Reports cover every dealer 
advertisement published in Sunday or daily 
newspapers. When data regarding these ad- 
vertisements are summarized into a quick, 


easily-read report, you know many important 


facts on how your products are faring among 


the dealers. 


Details of ACB Dealer Tie-in Reports will 


NEW YORK (16), 79 Madison Avenve - 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which 
merchandisers 


SEND TODAY! 


ACB will furnish to 
Gives details of 


cost, coverage, list of users, etc. 


CHICAGO (5), 538 South Clark Street ° 


‘dealer activity 


BS ae 


show cities; publications; sales territories; deal- 
ers’ names; types of store; dates of advertising; 
products advertised; prices advertised; linage 
of advertising and cost of space if desired. Sum- 
mary pages of reports can show such details 
as: mats used; current totals; totals to date; 
percent of your advertising to total. The same 


data may also be summarized 
tories, type of outlet, etc. 


by sales terri- 


This is one of the most popular of ACB’s 12 
Services, and merchandisers in many lines de- 
pend on it as a basis for determining sales 


policy. 


Like all ACB Services, it may be 


ordered country-wide or regional . . . continu- 


ous or periodic. Write for complete details. 


“The 


a 


ADVERTISING 


CHECKING BUREAU 


INC. 


SAN FRANCISCO (5), 16 First Street 
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for food stores to distribute these 
products; and (4) joining of the 
movement by the major appliance 
manufacturers, bringing advertis- 
ing and merchandising pressure as 
well as their thousands of estab- 
lished outlets for commercial 
freezing cabinets and home freez- 
ers to the new service. 


Merchandising Important 


There were approximately, 
27,000 retail outlets for electri: 
appliances before the war, an 
there are nearly 31,000,000 wire: 
homes in the U. S. These figure: 
said Mr. Duggan, emphasize th: 
in this market the opportunity 
any single appliance dealer f: 
sales will be “largely determine 
by his own merchandising ability 
but “the demand for home free: 
ers depends on the availability « 
frozen food supplies.” 

“We know of one meat pack« 
who plans to spend several mi! 
lion dollars promoting meat prod 
ucts; a dairy concern which wi! 
operate to food retailers on a con 
signment basis; of another genera 
food processor who will introduc 
a national line of frozen foods a: 
soon as he can procure facilities,’ 
he added, concluding that, there- 
fore, it is up to the electric re- 
frigeration industry, including its 
established, experienced appliance 
retailers, to supply the cabinets to 
homes that will permit them to 
take advantage of volume pur- 
chasing, convenient stored supplies 
of foods, and the economy of pre- 
serving home grown products.” 
Home freezers will be a com- 
panion piece in the lines of most 
refrigerator manufacturers, not 
affecting the sales of standard 
refrigerators, nor models which 
supply a compartment for frozen 
food storage, according to the Hot- 
point official. Leaders in this are 
Frigidaire, G-E Westinghouse and 
Hotpoint. 


Products Under Cover 


Hotpoint, peacetime manufac- 
urer of a full line of refrigerators, 
‘as devoted considerable time and 
offort to studies of marketing, as 
vell as designing and engineering, 
of home freezers and frozen food 
‘compartments of refrigerators, to 
keep its line abreast of develop- 
nents in the field. 

It has made no announcement of 
models to come, and the majority 
»f major appliance makers like- 
wise are saying little about spe- 
sific products. G-E, for instance, 
currently is using direct mail to 
4tilities stressing not the postwar 
inits but the fact that they may 
1elp replace the loss of the elec- 
tric load when war plants stop 
making heavy demands on power. 

It is thought that standard model 
home freezers will be the immedi- 
ite postwar favorite, as were the 
700,000 refrigerators made the last 
year before the war when only a 
total of 50,000 home freezers had 
been sold, but that freezer com- 
oyartment models gradually wil! 
find favor in city markets. The 
unfilled demand for the standard 
domestic refrigerator is estimate: 
at 3,500,000 units by Mr. Duggar 
who said the survey showed th 
type of unit is still the star appl 
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JACKSON 
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JACKSON— 
A Growing City 


“With Faith We Build" is the offi- 
cial slogan of Jackson, center of 
industrial, agricultural and gov- 
ernmenta! activities in Mississipp!- 
Jackson today reflects the sound- 
ness of this slogan—it being one 
of the most progressive, up-to- 
date cities of the South. Its 130 
million dollar annual market is 
stable, growing larger! 


WSLI offers you effective coverage 


of this 'Double-Return'' Market— 
at less cost. 


BLUE NETWORK ® 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 
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ice in the thinking of 96% of all 
ypliance dealers. 
Suggestions for desirable fea- 
res in the postwar frozen food 
me storage cabinet, included: A 
mbination household refrigerator 
id zero temperature holding 
binet; separate compartments 
r meats, fruits, vegetables, etc.; 
w operating cost; electric, gas 
id oil models; simple adjustment; 
» itomatic defrosting; a capacity of 
to 100 pounds; cost between 
25 and $300. 
Operators remarked that they 
id no fear of home freezers put- 
ng the locker operator out of 
isiness, one seying, “Locker 
plants, home freezers and frozen 
od will come like mushrooms 
fter the war. All three are 
needed. Home canning never put 
ymmercial canneries out of busi- 
ness.” And another, “The ration- 
ig of foods has brought many 
istomers to frozen foods and 
‘hen properly processed _ will 
1ake permanent friends.” 


EXTENSIVE SALES 
SEEN BY DEEP FREEZE 


Chicago, June 29.—Sales of 
home freezers will be “well over 
500,000 in the first year after the 
war,” S. J. Siebert, sales promo- 
tion manager of the Deepfreeze di- 
vision, Motor Products Corpora- 
tion, told ADVERTISING AGE today. 

“The advertising, promotional 
and educational campaign, now 
under way, and the acceptance by 
the public of frozen foods during 
wartime would account for its 
popularity immediately following 
the war,” he said. 

As pioneers in the field, Deep- 
freeze expects to capitalize on the 
experience it has gained since it 
began operations in 1938, in which 
time it sold some 20,000 units be- 
fore the war. Its store in Hub- 
bard Woods, Ill., exemplifies the 
merchandising operation Deep- 
freeze will use fully in the near 
future, Mr. Siebert said. There, 
Deepfreeze operates a retail groc- 
ery store stocked with frozen foods 
in bulk quantities for purchase by 
home-freezer owners. Its food 
sales staff is augmented in the 
store by Deepfreeze unit salesmen. 
Eventually a restocking service by 
truck to freezer unit owners will 
be feasible, from Deepfreeze out- 
lets in all major markets. 

Stocked at the Deepfreeze Hub- 
bard Woods store are: frozen 
peas, corn, lima beans, all in 5- 
pound: packages, broccoli, in 4- 
pound packages, brussels sprouts 
and asparagus in 2-pound pack- 
ages, and a variety of other vege- 
tables, fruits, meats and fowl. 

Deepfreeze units are of two 
types—the single cylinder model 
of four and a half cubic feet ca- 
pacity, costing about $295, and the 
double cylinder model of nine 
cubic feet capacity, costing about 
$395. Deepfreeze was surprised to 
learn, he said, that it was selling 
about six double units to each 
single cylinder model. 

Advertising in national maga- 
zines, handled by Cramer-Kras- 
selt Company, Milwaukee, includes 
a series of appeals stressing taste, 
mechanical quality and economy 
if the Deepfreeze units. 
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Co-ops Move Offices 


National Cooperatives and the 
Cooperative League of the U.S.A. 
have moved to larger quarters at 
$43 S. Dearborn St., Chicago. 
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Goodrich Tells Story 


B. F. Goodrich Company, Akron, 
O., in a 45 page booklet “Bricks 
Without Straw,” just issued, tells 
the story of Goodrich’s part in the 
development of synthetic rubber 
in this country, which will net 
700,000 tons of man-made rubber 
this year, 


Publishes Oil Magazine 
First issue of a _ bi-monthly, 
“Fleet-Wing Red Bird,” jobber- 
dealer magazine published by the 
Fleet-Wing Corporation, Cleve- 


land, has been distributed to all 
of the company’s oil jobbers and 
service station dealers. 


Adopts Ekco Name 


Edward Katzinger Company, 
Chicago, manufacturer of house- 
wares, has adopted the shortened 
firm name, Ekco Products Com- 
pany. 


Two Name R&R 

Kerkoff Ltd., maker of Djer- 
Kiss perfume and toiletries, and V. 
Vivaudou, manufacturer of Mavis 


talcum and bath accessories, both 
subsidiaries of Universal Labora- 
tories, Long Island City, have 
named Ruthrauff & Ryan, New 
York, to handle their advertising. 


Starin to Scott & Browne 


Arthur A. Starin, formerly with 
S-M News Company, New York, 
Scholl Mfg. Company, Chicago, 
and Drug Topics, New York, has 
been appointed sales promotion 
and advertising director of Scott 
& Bowne, Bloomfield, N. J., drug 
manufacturer. 


45 


Heads Garment Group 


Julian N. Cole has been ap- 
pointed president of the Pacific 
Coast Garment Manufacturers, 
San Francisco. 


“SImPSoNn-REILLY, LTDa 
Publishers Representatives — 
SINCE 1928 


: SAN FRANCISCO LOS ANGELES 


RUSS BLDG. GARFIELD BLDG. 


Px 
BS 


He was no market analyst, this Greek 
stoic Epictetus, but his words are to the 
point in times like these. 


For instance, there is no better way of 
judging a market’s present and future 
position than by its past and present per- 


formance. 


United States Census records—and 


United States Censuses of Business—re- 
veal that Los Angeles County has been 
on an unmatched record-breaking up- 
ward march for the past fifty years. 


LARGEST 


REPRESENTED 


Los 


NATIONALLY BY 


Its present gigantic 


wartime activity 


is but an accented continuation of its 
steady, years long advance in both popu- 


lation and industry. 


This is why Los Angeles should head 
your list in both present and postwar ad- 


vertising plans. 


Reach the largest daily reader audi- 
ence in the nation’s third greatest market 
with the Herald-Express—now as for years 
the preferred daily in this pace-setting, tre- 


mendously rich field. 


ANGELES 


CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


PAUL BLOCK AN 
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Asks Agencies to 
Press for Radio 
Audit Bureau 


Chicago, June 29.—Urging that 
advertising agencies exert pressure 
to establish a standard audit bu- 
reau for radio audience measure- 
ment, Fred A. Palmer, sales direc- 
tor of WCKY, Cincinnati, told 
members of the Chicago Radio 
Management Club at luncheon 
yesterday, that either of two plans | 
should be endorsed by them and | 
submitted to the National Associa- | 


tion of Broadcasters research com- 


mittee for immediate action. 


are: (1) To form an independent | 
bureau, composed of representa- 
tives of NAB, station representa- 
tive organizations, networks, agen- 
cies and the Association of Na- 
tional Advertisers, which would 
establish a standard audit meas- 
urement for surveys to be made by 
organizations bidding for the 
single contract in each market; 
(2) to establish the same bureau 
to decide the same standard of 
audit measurement, and that the 
survey thereafter be conducted by 
the Western Union Telegraph 
Company. 


Should Publicize Surveys 


Mr. Palmer said that Western 
Union made such surveys prior to 


The plans offered by Mr. Palme1 | the war and that war veterans 


JUST OUT! 


Nationwide Survey 
of Reading Habits. 
Sent free on re- 
quest. 


25 WEST BROADWAY 


WEW YORK 7, WN. Y 


| 


offices at 528 E, 72nd St. New 


could be employed for the actual | 
survey work in the postwar pro-| 
ject. | 

The methods of tabulation and 
results of the surveys, unlike most 
present methods, should be made 
public, he advised, saying that the 
confidential radio surveys today 
had created “a whispering gallery 
of disbelief.” 


Dowling Elected 


Robert W. Dowling, president of 
City Investing Company, New 
York, has been elected to the 
board of directors of the Bam- 
berger Broadcasting Service, New 
York. 


W. J. O'Hara Advances 

W. J. O’Hara, for 22 years with 
Congoleum-Nairn, Inc., Kearny, 
N. J., and recently New York 
branch manager, has been ap- 
pointed supervisor of branches. 


Radio Co. Changes Name 

Phil-American, Inc., has changed 
its name to Philharmonic Radio 
Corporation, and has taken new 


York. 


Let’s practice what we preach 


Let’s prove that we can not only persuade others 
to buy, but that we ourselves are ready and 


willing to buy our share of extra war bonds. 


The impetus which the radio industry has given to the promotion and sale of 
War Savings Bonds is widely recognized. Now, once again, Radio is devoting 
its complete and powerful facilities to the task of answering the Nation’s call 
for $16,000,000,000. While we are engaged in this essential cause. . . while we 
are encouraging others to back our fighting forces with their money... let us 
not forget that we, too, should and must participate to the fullest possible extent. 


Let's practice what we preach by 
buying extra War Bonds NOW 


Advertising Age, July 3, 1 
Network Hooperatings for June 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Total Sponsor 

1. Terry and the Pirates 2.51 Quaker Oats 

2. Jack Armstrong 2.46 General Mills 

3. Let’s Pretend 2.27 Cream of W 
Most Men: Cedric Foster, with 0.65 (Cooperative) 


Most Women: Goldbergs, with 1.40 (Procter & Gamble) 
Most Children: Terry & the Pirates, with 1.46 (Quaker Oats) 


MOST SETS IN USE: 


1. Monday through Friday—12:00-12:15 p.m., EWT.............. 
Programs: Kate Smith Speaks (General Foods) 
Boake Carter (Chef Boy-Ar-Dee) 
2. Monday through Friday—12:30-12:45 p.m., EWT.............. 
Programs: Romance of Helen Trent (American Home Products 


944 


heat 


) 


3. Monday through Friday—5:00-5:15 p.m., EWT................ 17 
Programs: Terry and the Pirates (Quaker Oats) 
When a Girl Marries (General Foods) 
HIGHEST SPONSOR IDENTIFICATION 
ie Pei —- 535-3590 ari, WI. oo cw cen ec vces tw cence 75.9% 
Correct Product, 68.1—other /.8 (Procter & Gamble) 
“TOP TEN” PROGRAMS IN LISTENING 
Net- Rat- 
Program Sponsor Product work ing 
When a Girl Marries General Foods Various Products NBC 8.0 
Ma Perkins Procter & Gamble Oxydol CBS 7.9 
Kate Smith Speaks General Foods Calumet & Swansdown CBS 7.8 
Romance of Helen Am. Home Products Bisodol and Benefax CBS 7.5 
Trent 
Young Widder Brown Sterling Drug, Inc. Various Phillips Prod. NBC 7.4 
Our Gal, Sunday Am. Home Products Anacin CBS 7.2 
Breakfast at Sardi’s Kellogg Company Pep Blue 6.9 
(11:15-11 :30) 
Life Can Be Beautiful Procter & Gamble Ivory Soap CBS 6.7 
Big Sister Lever Bros. Rinso CBS 6.6 
Ma Perkins Procter & Gamble Oxydol NBC 6.5 


KANSAS CITY'S 
Only Basic 
BLUE NETWORK Station 


5000 Watts 


CALL ANY 


JOSEPH HERSHEY McGILLVRA 
OFFICE 


A ttention, Time Buyers: Choice participations now avail- 
able in two popular KCMO shows—“UNCLE EZRA BUTTERFIELD and his 
MORNING EDITION OF THE NEWS” (5:00 to 7:30 a. m.) and “THE NEW 
MELODY BALLROOM with JAMES COY” (2:30 to 4:30 p. m.). Quarter- 
hour strips, station break spots, or transcribed announcements as you 
prefer. For details and rates, see our current listing, Radio Section, 
Standard Rate and Data Service. 
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No Newsprint Cut 
for “44; 30-Ib. 
Experiment Ended 


Nashington, June 29—WPB de- 
ciced yesterday to end its 60-day 
experiment with 30-pound news- 
pr nt after a committee of 10 news- 
paper publishers had reported that 
Cenada would be unable to pro- 
vide sufficient paper to meet cur- 

9 rent tonnage quotas if the light- 
0 paper experiment contin- 
ued. 

8 At the same time the Printing 

and Publishing Division assured 
the Boren committee of the House 
that no further reductions in paper 
quotas would be necessary for 
noyeaenrs for the remainder of 

1944. 

The task force report to WPB 

9. was based on three days of dis- 

F cussions between publishers and 

Canadian paper makers, at which 

the Americans were convinced that 
production difficulties would pre- 
ig vent the Canadians from supplying 

8.0 sufficient paper to meet authorized 

orders. 


Can’t Stretch Wood 


fd Expressing its “keen sense of 
69 disappointment that conditions 
make it impossible to obtain the 
benefits we had expected,” the 
65 task force said that further in- 
equities in paper usage would re- 
sult unless publishers returned ex- 
caer to the use of 32-pound 
stock. 


Cal 


I 


said, because manufacturers were 
unable to use “wood extension” in 
the production of 30-pound paper. 
On the other hand, the report 
pointed out, wood for 192,000 tons 
of 32-pound print could be 
stretched to provide 200,000 tons 
by the addition of fillers and the 
reduction of sulphite content. 

The 30-pound paper experiment 
had been stimulated by the Boren 
committee during hearings 
winter, and adjustments in tariff 
restrictions had been voted by 
Congress to facilitate the program. 
OPA had set prices of $4 a ton 
above 32-pound stock for light- 
weight paper. 

Reports on the pulp situation 
during the week reflected a slow, 


ceipts for domestic mills 31% 
above the same month of 1943. 


Pulp Production Up 


A report on third quarter pulp 
allocations revealed that total 
paper and paper board production 
will be 4,341,627 tons compared 
with 4,355,353 tons during the sec- 
ond quarter. 

Paperboard mills, turning out 
critically scarce boxes, will make 
2,315,900 tons of various grades of 
paperboard, compared with 2,307,- 
855 tons in the current quarter. 

Promise of status quo in news- 
print quotas for the remainder of 
the year was made at a private 
meeting of the Boren committee 
vith WPB representatives, but the 
news was revealed to the public by 
Rep. Myers, Pennsylvania Demo- 
Crat, 


Six Join AFA 


"he Advertising Federation of | 
America has added the following | 


mbers: Okonite Company, Pas- 
, N. J.; Florida Times-Union, 
ksonville; Texas Farm 
ch Publishing Company, and 
liffe Advertising Agency, 
las; News-Journal, Clovis, 
M., and Allen C. Smith Adver- 
ig Company, Kansas City, Mo. 


~—- 


4/600 MILLIONS 
annually for POST-WAR 


PUBLIC BUILDINGS 
99% controlled by 


ARCHITECTURAL MEN 


Moral...USE 
' if 4 mit {ii — 
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he Magazine of Architecture 


Trouble resulted, the committee | 


last | 


steady improvement, with May re- | 


and | 


Schaefer to Wyandotte 


J. J. Schaefer, 
president of Sharples Chemicals, 
Philadelphia, has been appointed 
head of the newly organized de- 
velopment department of Wyan- 
dotte Chemicals Corporation, 
Wyandotte, Mich. 


Gets Baseball Account 


Ellis Advertising, Buffalo, has 
been named to direct publicity for 
the Buffalo Baseball Club during 
the current baseball season. 


. | 
formerly vice-| 


Begin Ansco Campaign 


Ansco color film, product of 
Ansco division of General Aniline 


York, has been introduced in eight 


general New York City dailies 
through Young & Rubicam. A} 
magazine campaign is also in 
progress. 


Stress CP Ranges 


Gas range manufacturers, whose 
products meet Certified Perform- 
ance specifications, are cooper- 
ating in a campaign to acquaint 


dealers with the greater profit 
possibilities in selling CP ranges. 
Approximately 50% of gas ranges 


P | manufactured bear the CP seal. 
& Film Corp., Binghamton, New | 


Joins Goldman & Gross 


Frances Brown, formerly with 
Wm. Esty & Co., New York, has 
joined the copy staff of Goldman 
& Gross, Chicago. 


Magazines, Inc., Moves 
Magazines, Inc., Chicago pub- 

licity organization, has moved its 

office to 360 N. Michigan Ave. 
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Perfex Ads in Tulsa 


Perfex. Company, Omaha, has 


scheduled a newspaper and radio 
campaign for its all-purpose 
household cleaner in the Tulsa 
market. 


IMPRINTING 
FOLDING 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8sT. CHICAGO 
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_Who-~spéaks in 
a 


All the people of 


ae 
Ee = 
a 


to ‘KVOO" micro- 


the great! State of 


Oklahoma speak, directly or indirectly, 
for KVOO is the “Voice of Oklahoma.” a 
_This_is.no.empty--phrase, but a demon- 
strated truth which has gained in mean- 


ing through the years. KVOO is the “Voice 
of Oklahoma” and speaks with/authority for 


, the people as well as to 


Today more people in Oklahoma listen re 
KVOO than to any other radio station. 


the people. 


/ The ‘Gediagbon of this fifty thoveoncaprireaticg 


tie anes 


/southwest constitutes our determination td further 
/ the progress of this great section of America and 
to fulfill the requirements of our license grant. 


John a McElwain & Co. 
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Drops Classified 


Effective with the July issue, 
Country Guide, Winnipeg monthly, 
will drop classified advertising 
from its pages to decrease paper 
consumption. 


Grace & Bement Moves 


Grace & Bement, Inc., Detroit, 
has moved its offices to 2866 
Penobscot building. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


‘Presenteeism’ 
Drive Goes Over: 
Booklet Tells Why 


Lima, O., June 27.—An adver- 
tising program to help solve man- 
power problems in industrial 
areas, and which resulted in at- 
tendance gains averaging 10,000 
manhours per week, has been 
compiled in booklet form for dis- 
tribution to WMC areas by the 
Lima Emergency Committee. The 
booklet, “How the Lima WMC 
Area Promoted Presenteeism,” 
was prepared by the Howard 
Swink Advertising Agency, 
Marion, O., which directed the 
campaign. 

The Lima Emergency Commit- 
tee was formed midway in 1943, 
when essential industries in the 
WMC Lima, O., area faced a crit- 
ical man and womanpower short- 
age. One of the committee’s first 
steps was to employ the agency as 
counsel, rather than assign the 
creative work of committees with- 
in the main committee. 

To enlist workers, an advertis- 
ing campaign using display and 


classified space in the Lima News, 
radio spot announcements on 
WLOK, Lima, outdoor posters, bus 
cards and news items was carried 
through the remainder of the year. 
In this period about 4,000 addi- 
tional workers were added to the 
Lima area plant payrolls. 

Second phase of the program, 
begun in January, 1944, was 
planned to increase the average 
attendance figure. Tabooing “ab- 
sentee” from all copy, the com- 
mittee formed a “War Service 
Legion of Presentees,’” an organ- 
ization to which the 21,000 work- 
ers in the area gave written 
pledges of support. Symbol of 
membership is a sterling silver 
pin, to which a service bar has 
been added to each pin given more 
than 11,000 ‘“‘Presentees” with at- 
tendance records of 96.5% or bet- 
ter in the first three months of the 
program. Workers maintaining the 
required attendance records for 
each three month period receive 
gold stars. 

The LEC booklet is a folder kit 
containing campaign publicity and 
promotion samples, including a 
music sheet of the official War 
Service Legion song, “Shoulder 
Arms,” news stories, outdoor post- 


dustrial distributors’ salesmen. 


the executive offices. 


| Put your product story in MILL & FACTORY, 
and there isn’t a chance in the world that the men who 
do the specifying for the really important plants will 
miss it. That’s because MILL & FACTORY’s circu- 
lation list is controlled not by canvassers but by in- 


2 These distributors’ salesmen — numbering 
more than 1200—do two things canvassers simply 
cannot do. First, they cover every worthwhile plant 
in the country regularly, no matter where it’s located. 
Second, they cover every worthwhile plant intensively 
— spending fully as much time out in the shops as in 


Here’s Why... 


with MILL & FACTORY 


No “Spec’’ About Reaching the Men Who Specify 


4 And they pass on all this information about 
important buying personnel to MILL & FACTORY. 
Pass it on promptly — because the Industrial Distrib- 


utor pays for every copy of MILL & FACTORY sent 
out, and therefore wants to keep its circulation list 


“in the pink” always. 


5 That’s why there’s no “spec” about reaching the 


men who do the specifying for industry when you 


Los Angeles, 13. 


3 Result is whether a plant’s in Salem, Mass., or 
Seattle, Wash., they know the men who specify —in 
that plant. And when one of these key men goes on to 
another post, distributors’ salesmen — always on the 


ground — know that, too. Generally in advance! : 


Conover-Mast Corporation—205 East 42nd 
Street, New York, 17; 333 North Michigan Avenue, 
Chicago, 1; Leader Building, Cleveland, 14. Duncan | 
A. Scott & Co., 
Building, San Francisco, 4; Pershing Square Building, 


West Coast Representative, Mills 


“ 


ers, bus cards, a page of cartoons 
and newspaper advertisements. 


Heads Haloid Office 


Homer T. Hirst has been named 
manager of the New York branch 
office of the Haloid Company, 
Rochester, N. Y., manufacturer of 
photographic supplies. 


Joins National Group 


The Newspaper Representatives 
Association of San Francisco has 
been elected to membership in the 
American Association of Newspa- 
per Representatives. 


Williams Promoted 


Charles A. Williams, advertising 
manager, Appeal - Democrat 
Marysville, Cal., has been named 
business manager in addition to 
his advertising duties. 


“A 
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Brown Named Ad Mar. 


Alan Brown, formerly of the 
design engineering department of 
W. H. Nichols and Sons, Waltham 
Mass., has been promoted to ad- 
vertising manager. Fred Wittne; 
Advertising, New York, is th 
agency. 


Sonotone Names Pierce 


S. W. Pierce, formerly assista) 
to the general manager, Bendi 
Aviation Corporation, South Ben 
Ind., has been appointed assista): 
to the president of Sonotone Co 
poration, Elmsford, N. Y. 


KGO Moves Offices 


Station KGO, San _ Francisco, 
has moved its sales and promotion 
offices to 155 Montgomery St., and 
has established a newsroom in the 


Radio City studio building. 


| 


WWL Adve. 
Aug. 1941 


... You Think of well over 


1,000,000 TONS 


MADE IN NEW ORLEANS 


advertise in MILL & FACTORY. That’s why so many | 
manufacturers feel that the money they put into ad- 
vertising in this widely-read magazine is one of their 
soundest and most productive investments. 


|The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


When You 
Think of 


NEW ORLEANS 
of DELTA SHIPS 


: 
manly 
» bes 

ie ae 


New Orleans 


WWL—LAND 


WWL Dominates the NEW Deep South 
Headed for PERMANENT Prosperity 


>. 
_——_ 


A CONOVER-MAST PUBLICATION | cas srriiare—RrepreSENTED NATIONALLY BY THE KATZ AGENCY, IN¢ 
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The best cigarette NEWS for 40 years 


‘ne  ..THE FILTER TIP 


t of ‘ : 
am brings new perfection 
ad- : 

tne: i 

th to 


WHAT THE 
y .TER TIP DOES 


You see the new tip, you mste « new rich 
aes, you smoke with eew joy—and you 
wonder ....No, it isn’t the tip that makes 
the Gavour. Thet is the full, round, sarurs) 
taste bore in the sun-browned leaf Bus the 
Up rehmes and reveals it anew — frees it even 
from the irritants that are formed when even 
the best tobacco burns It gives an old 
pleasure « new perfecuon — smooth as dow 
music, cool a « breeze. 


20 for 38 cents. 


Ju MAURIER 


==] THE EXCLUSIVE FILTER TIP CIGARETTES 


COOL AS A BREEZE'—An extensive 
campaign featuring its filter tip has 
been launched in Canadian dailies for 
du Maurier cigarets, made by Peter 
Jackson (Overseas) Ltd., London. A 
pack of 20 sells for 38 cents. Canadian 
copy is placed through Vickers & Ben- 
son Ltd. 


a oe 


ompany—_— 


Advertising Age: 


ubscription for one year and send me a bill for $2.00. 


CAB Plans Survey 
of Regional Shows 


As another expansion step, Co- 
operative Analysis of Broadcasting 
will provide twice monthly at pro- 
rata costs audience rating for 
radio programs broadcast on lim- 
ited network schedules. This serv- 
ice for regional advertisers is 
made possible by the CAB’s pres- 
ent interviewing schedule in 81 
cities as compared to the standard 
service of 33 cities sampled pre- 
viously. 

CAB recently released the rat- 
ing for the June 5 speech by 
President Roosevelt, the first rated 


in a cross section of all United 
States cities of 50,000 or more in 
population. The CAB rating was 
37.8, while the rating for the same 
talk as measured by C. E. Hooper, 
Inc. was 42.5. 


Knol Named Director 


Arthur N. Knol, president of 
Central Typesetting & Electrotyping 
Company, Chicago, has been elect- 
ed vice-president and a director 
of W. F. Hall Printing Company, 
Chicago, for a two-year term suc- 
ceeding the late D. C. Haeger. Carl 
F, Braun, sales manager, was also 
named a vice-president. 


Ideal Increases Rates 


Ideal Publishing Corporation, 
New York, will increase rates 10% 
for advertisers using the Ideal 
Women’s Group, the move to coin- 
cide with increase in guaranteed 
circulation from_ 1,000,000 to 
1,250,000 effective with August 
issues. 


Joins Gregory Agency 

David Allen Williams, consult- 
ant on human relations in business 
and industry, and recently man- 
ager of training at the Ravenna 
Ordnance plant, has joined Greg- 
ory Advertising, Cleveland. 
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Meglaughin Promoted 

Barry F. Meglaughlin, former 
manager of Esso Marketers publi- 
cations, has been promoted to as- 
sistant on public relations to A 
Clarke Bedford, general sales 
manager. 


Your Copy Will FIT - - - 


without bother of counting words! 


Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper work 
Money back if not pleased. gies one by 


every typewriter. Per card i Gordon 
Smith Advertising Service, Liters Building, 
Yakima, Washington. 


Please enter my 


Title 


Address 


S 


ity and State 


ADVERTISING PUBLICATIONS, INC., 


AVE VELUICICSS, 14.070 VOCMCVOE wc 
government should turn the plants 
it owns over to private industry 
when the war ends, while only 
21.6% would like to have the gov- 
ernment continue to operate the 
plants. 


NEA Awards Made 


at Annual Convention 


Winners of newspaper awards 
announced recently at the annual 
convention of the National Edi- 
torial Association in Milwaukee 
were: The Californian, Salinas, 
Cal., given the Editor & Publisher 
Scroll for lst place in general 
excellence; the Independent-Tri- 
bune and Mail, Anderson, S. C., 
given the community service 
award; and the Buckeye, Arch- 
bold, O., given an award for the 
best editorial page. The John 
Herrick award for the best edi- 
‘ial on free enterprise went to 
rge Hopkins of the Lake 
Region, Eustis, Fla. 

Albert Hardy, publisher of the 
News, Gainesville, O., president of 
the NEA, welcomed more than 300 
members from 31 states to the 
convention. 


Freed to Franklin 


Freed Transformer Company, 
New York, has placed its account 
wit) Franklin Advertising Serv- 
e, Boston, Business papers and 
Grect mail will be used. 


L To Sell 
L ARCHITECTURAL MEN 
who will control 94% of 


S 


anf 
ag | | 300 MILLIONS ANNUALLY 
sf spent on STORES 
_\ t and SHOPS, reach 
outh *& tee more of them in... 
ity 
lencil Poi 
m \hencil Points 
Magazine of Architecture 

taal 


100 East Ohio Street, Chicago 11 


Rockford has grown up to take 
place on the “one hundred thousand” 
list of markets ...now more than 


111,000 Metropolitan Population 
A. B.C. City and Retail Trading Zone 377,854 


its 


ROCKFORD MORNING STAR 


ROCKFORD REGISTER- -REPUBLI 


RUTH HANNA SIMMS, PUBLISHER 
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Drops Classified  |"Presenteeism’ 
Effective with the July issue, a 

Country Guide, Winnipeg monthly, Drive Goes Over: 


will drop classified advertising 
from its pages to decrease paper 
consumption. 


Booklet Tells Why 


Lima, O., June 27.—An adver- 
tising program to help solve man- 
power problems in industrial 
areas, and which resulted in at- 
tendance gains averaging 10,000 
manhours per week, has been 
compiled in booklet form for dis- 
tribution to WMC areas by the 
Lima Emergency Committee. The 
booklet, “How the Lima WMC 
Area Promoted Presenteeism,” 
was prepared by the Howard 
Swink Advertising Agency, 
Marion, O., which directed the 
campaign. 

The Lima Emergency Commit- 
tee was formed midway in 1943, 
when essential industries in the 
WMC Lima, O., area faced a crit- 
ical man and womanpower short- 
age. One of the committee’s first 
steps was to employ the agency as 
counsel, rather than assign the 
creative work of committees with- 
in the main committee. 

To enlist workers, an advertis- 
ing campaign using display and 


Grace & Bement Moves 


Grace & Bement, Inc., Detroit, 
has moved its offices to 2866 
Penobscot building. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 


agencies use this service. 


BACON’S CLIPPING BUREAU 


BUSINESS 
PAPERS 


FARM GENERAL 
PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


classified space in the Lima News, 
radio spot announcements on 
WLOK, Lima, outdoor posters, bus 
cards and news items was carried 
through the remainder of the year. 
In this period about 4,000 addi- 
tional workers were added to the 
Lima area plant payrolls. 

Second phase of the program, 
begun in January, 1944, was 
planned to increase the average 
attendance figure. Tabooing “ab- 
sentee” from all copy, the com- 
mittee formed a “War Service 
Legion of Presentees,” an organ- 
ization to which the 21,000 work- 
ers in the area gave written 
pledges of support. Symbol of 
membership is a sterling silver 
pin, to which a service bar has 
been added to each pin given more 
than 11,000 ‘“‘Presentees” with at- 
tendance records of 96.5% or bet- 
ter in the first three months of the 
program. Workers maintaining the 
required attendance records for 
each three month period receive 
gold stars. 

The LEC booklet is a folder kit 
containing campaign publicity and 
promotion samples, including a 
music sheet of the official War 
Service Legion song, “Shoulder 
Arms,” news stories, outdoor post- 


With MILL & FACTORY 


No “Spec’’ About Reaching the Men Who Specify 


Here’s Why... 


1 Put your product story in MILL & FACTORY, 
and there isn’t a chance in the world that the men who 
do the specifying for the really important plants will 
miss it. That’s because MILL & FACTORY ’s circu- 


lation list is controlled not by canvassers but by in- 
dustrial distributors’ salesmen. 


important buying 


4 And they pass on all this information about 


personnel to MILL & FACTORY. 


Pass it on promptly — because the Industrial Distrib- 
utor pays for every copy of MILL & FACTORY sent 


out, and therefore wants to keep its circulation list 


2 These distributors’ salesmen — numbering 
more than 1200—do two things canvassers simply 
cannot do. First, they cover every worthwhile plant 
in the country regularly, no matter where it’s located. 
Second, they cover every worthwhile plant intensively 
— spending fully as much time out in the shops as in 
the executive offices. 


Chicago, 1; 
A. Scott & Co., 


Los Angeles, 13. 


3 Result is whether a plant’s in Salem, Mass., or 
Seattle, Wash., they know the men who specify —in 
that plant. And when one of these key men goes on to 
another post, distributors’ salesmen — always on the 


ground — know that, too. Generally in advance! 


ee a 
e —— . 


“in the pink” always. 


5 That’s why there’s no “spec” about reaching the 
men who do the specifying for industry when you | 
advertise in MILL & FACTORY. That’s why so many 
manufacturers feel that the money they put into ad- | 
vertising in this widely-read magazine is one of their | 


soundest and most productive investments. 


Conover-Mast Corporation—205 East 42nd 
Street, New York, 17; 333 North Michigan Avenue, | 
Leader Building, Cleveland, 14. Duncan | 


West Coast Representative, Mills 


Building, San Francisco, 4; Pershing Square Building, 


“ 


ers, bus cards, a page of cartoons 
and newspaper advertisements. 


Heads Haloid Office 


Homer T. Hirst has been named 
manager of the New York branch 
office of the Haloid Company, 
Rochester, N. Y., manufacturer of 
photographic supplies. 


Joins National Group 


The Newspaper Representatives 
Association of San Francisco has 
been elected to membership in the 
American Association of Newspa- 
per Representatives. 


Williams Promoted 


Charles A. Williams, advertising 
manager, Appeal - Democrat 
Marysville, Cal., has been named 
business manager in addition to 
his advertising duties. 
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Brown Named Ad Mgr. 


Alan Brown, formerly of the 
design engineering department of 
W. H. Nichols and Sons, Waltham 
Mass., has been promoted to ad- 
vertising manager. Fred Wittner 
Advertising, New York, is the 
agency. 


Sonotone Names Pierce 


S. W. Pierce, formerly assistan: 
to the general manager, Bendi; 
Aviation Corporation, South Bend 
Ind., has been appointed assistan 
to the president of Sonotone Co; 
poration, Elmsford, N. Y. 


KGO Siiwven Offices 


Station KGO, San Francisco. 
has moved its sales and promotic 
offices to 155 Montgomery St., and 
has established a newsroom in th 


Radio City studio building. 


No 
Postage Stamp 
Necessa 


ry 
If Mailed in the 
United States 
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.¥ 
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WWL, 
Aug. 1 
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NEW ‘ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


A CONOVER-MAST PUBLICATION | cos Arritiate—ReEPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 
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of DELIA SHIPS 


MADE IN NEW ORLEANS 


WWL—LAND 


WWL Dominates the NEW Deep South 
Headed for PERMANENT Prosperity 
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The best cigarette NEWS for 40 years 


..THE FILTER TIP 
brings new perfection 
to fe, 
smokingg 


WHAT THE 
, \TER TIP DOES 


 partacies of tabecre pettong 
threes 
she commen-somse method of 
»  oting smeker) threat beams 
 towey redanms ore sans 
ends plryten! Simons 
ings oat the flaveur ond maha 
ee deligbifadty reat ead cont 


You see the new tip, you taste s new rich 
sem, you smoke with «ew joy—and you 
wonder... No, it isn’t the tip that makes 
the Gavour. That is the full, round, natural 
taste bors ia the sun-browned Ileal, Bu: the 
tip refines and reveals it anew — frees ut even 
from che irruaae that are formed when even 
the best tobacco burns It gives an old 
pleasure 6 new perfection — smooth a Wow 
munc, cool as « breeze. 


20 for 38 conts. 


‘COOL AS A BREEZE'—An extensive 
campaign featuring, its filter tip has 
been launched in Canadian dailies for 
du Maurier cigarets, made by Peter 
Jackson (Overseas) Ltd., London. A 
pack of 20 sells for 38 cents. Canadian 
copy is placed through Vickers & Ben- 
son Ltd. 


Workers Fear 
Drop in Jobs, 
Mactadden Finds 


New York, June 27.—More than 
half (56.6%) of workers surveyed 
in the “Wage Earner Forum” of 
Macfadden Publications, Inc., be- 
lieve there will be fewer jobs after 
the war. This belief is based pri- 
marily on their opinion that in- 
dustry as a whole is not planning 
adequately. Workers of 45 and 
older are more pessimistic than 
the younger groups. 

Only 33.3% believe there will be 
“plenty of jobs” after the war, 
while more than half anticipate 
lower earnings, and 33.6% fear a 
cut in hourly rates. 

Nevertheless, 72.8% believe the 
government should turn the plants 
it owns over to private industry 
when the war ends, while only 
21.6% would like to have the gov- 
ernment continue to operate the 
plants. 


NEA Awards Made 


at Annual Convention 


Winners of newspaper. awards 
announced recently at the annual 
convention of the National Edi- 
torial Association in Milwaukee 
were: The Californian, Salinas, 
Cal., given the Editor & Publisher 
Scroll for Ist place in general 
excellence; the Independent-Tri- 
bune and Mail, Anderson, S. C., 
given the community service 
award; and the Buckeye, Arch- 
bold, O., given an award for the 
test editorial page. The John 
Herrick award for the best edi- 
torial on free enterprise went to 
George Hopkins of the Lake 
Region, Eustis, Fla. 

Albert Hardy, publisher of the 
News, Gainesville, O., president of 
the NEA, welcomed more than 300 
members from 31 states to the 
convention. 


Freed to Franklin 


hi Transformer Company, 

York, has placed its account 
vi Franklin Advertising Serv- 
‘e) Boston.. Business papers and 
Ureet mail will be used. 


if) To Sell 
‘| ARCHITECTURAL MEN 
% who will control 94% of 
: | 300 MILLIONS ANNUALLY 


spent on STORES 
and SHOPS, reach 


more of them in... 


CAB Plans Survey 
of Regional Shows 


As another expansion step, Co- 
operative Analysis of Broadcasting 
will provide twice monthly at pro- 
rata costs audience rating for 
radio programs broadcast on lim- 
ited network schedules. This serv- 
ice for regional advertisers is 
made possible by the CAB’s pres- 
ent interviewing schedule in 81 
cities as compared to the standard 
service of 33 cities sampled pre- 
viously. 

CAB recently released the rat- 
ing for the June 5 speech by 
President Roosevelt, the first rated 


in a cross section of all United 
States cities of 50,000 or more in 
population. The CAB rating was 
37.8, while the rating for the same 
talk as measured by C. E. Hooper, 
Inc. was 42.5. 


Knol Named Director 


Arthur N. Knol, president of 
Central Typesetting & Electrotyping 
Company, Chicago, has been elect- 
ed vice-president and a director 
of W. F. Hall Printing Company, 
Chicago, for a two-year term suc- 
ceeding the late D. C. Haeger. Carl 
F. Braun, sales manager, was also 
named a vice-president. 


Ideal Increases Rates 


Ideal Publishing Corporation, 
New York, will increase rates 10% 
for advertisers using the Ideal 
Women’s Group, the move to coin- 
cide with increase in guaranteed 
circulation from _ 1,000,000 to 
1,250,000 effective with August 
issues, 


Joins Gregory Agency 

David Allen Williams, consult- 
ant on human relations in business 
and industry, and recently man- 
ager of training at the Ravenna 
Ordnance plant, has joined Greg- 
ory Advertising, Cleveland. 
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Meglaughin Promoted 

Barry F. Meglaughlin, former 
manager of Esso Marketers publi- 
cations, has been promoted to as- 
sistant on public relations to A. 
Clarke Bedford, general sales 
manager. 


Your Copy Will FIT - - - 


without bother of counting words! 


Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper work. 
Money back if not pleased. resp one by 


every typewriter. Per card $1 Gordon 
Smith Advertising Service, Liberty ‘Building, 
Yakima, Washington. 


RUTH HANNA SIMMS, PUBLISHER 4 


es 


Rockford has grown up to take its 
place on the “one hundred thousand” 
list of markets...now more than 


111,000 Metropolitan Population 
A.B.C. City and Retail Trading Zone 377,854 


Feckrane WOMAN a) STA 
ROCKFORD REGISTER-REPUBLIC 
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compiled by Robert S. Conlan & Asso- 
ciates in a coincidental telephone survey 
of radio listening... . 


Surveyed Monday through 


5 Saturday 
Robert S. Conlan G Associates 


7:30 a.m, — 10:30 pm 
Survey 


Summary 


Sunday: 12:00 noon — 
April 23 through 29, 1944, t..&, 
Inclusive 
Entire Survey — Sunday through Saturday a 
Mornin. Afternoon Evening - - 
P ory Periods Periods = ~J 
e 
: 14,071 21,906 16,098 ae 
Basic Calls . .- +--+ +++ °* “eld oe sino (o. 
Listening Homes — 2, Ry ate ae 


Percent of Potential Audience 14.7% 


STATIONS: 
DISTRIBUTION OF LISTENING HOMES AMONG ST 


Ramk Period: 
rene Station B 


rely on. See 
d market data 
it’s a 


Conclusive figures — figures you can 
Free & Peters today for availabilities an 
on KTUL. With ratings consistently high, 


doggone good buy! 


Tulsa's 5000 Watt 
Columbia Station 


ATU 


ARE YOU 
DOING BUSINESS 
IN A 
TRAILER 


? 


In Pantagraph Land there’s a wealthy responsive market safely anchored 
in the soil. . .. A market that is here to stay. In McLean County (The 
Heart of Pantagraph Land) 4,912 farms produce more than 32 million 
dollars worth of foodstuffs annually. This year over 9.000 extra acres 
have been planted to meet food production goals, which means greatly 
increased spendable income. Production and income will be propor- 
tionately increased in the other eight counties of Pantagraph Land. This 
peak food production will be normal food production for many. many 
post-war years. A constant income, in a fixed market, that is “here” 
to read your story today and tomorrow. The Daily Pantagraph, with 
84% coverage of McLean County, 71% coverage of the Primary Trading 


pees is Zone, stands first—in fact. alone—in coverage of this desirable market. 
< r. rs 
— Yd 
Ncapen” 
% BLOOMINGTON, ILLINOIS 
’ Established 1846 
; Gilman, Nicol! & Ruthman, National Advertising Representatives 
New York — Boston — Philadelphia — Chicago — San Francisco 


\Huge Product 
Demand Shown 
by OCR Study 


Washington, June 29.—A poten- 
tial market for 1,226,250 mechan- 
ical refrigerators a quarter is visu- 
alized by the Office of Civilian Re- 
quirements in its estimates of 
what the public would buy if pro- 
duction controls and distribution 
regulations were lifted from con- 
sumer goods at this time. 

Backing its estimates with the 
detailed production programs for 
each item, OCR submitted to WPB 
Chairman Donald M. Nelson a list 
of nearly 400 badly needed civilian 
items which it hopes to get into 
production whenever and wher- 
ever war goods cutbacks make 
way for restoration of civilian pro- 
duction. 

The estimates, composing the 
“dream sheet” which government 
experts had pieced together on the 
basis of consumer surveys for 
many months, covered such items 
as bobby pins, bathtubs and razor 
blades. Other estimates dealing 
with textiles, clothing, chemicals 
and drugs and fuels are yet to be 
released... 

Civilian goods programs have 
been arranged in three layers: (1) 
a quota to meet minimum essential 
requirements, assuming controlled 
distribution; (2) a “squeeze” level, 


Three Join ‘Journal’ 


Howard F. Johnson, recently of 
the Merchant Marine and pre- 
|viously with Procter & Gamble 
Company, and Walter J. Ingram, 
formerly an advertising represen- 
tative of the New York Daily 
News, have joined the advertising 
sales staff of the Ladies’ Home 
Journal, Mr. Johnson will work 
out of Cleveland; and Mr. Ingram 
from New York. New member of 
the Journal’s promotion staff in 


Advertising Age, July 3, 1944 adv rti 
| Philadelphia is Frederic W. Gj 
Jr., formerly of the lamp divisig 
of General Electric Compan,. 
Cleveland. 


Expands Wine Schedule 
| Fruit Industries, Los Angele. 
| marketer of Ambassador wine, 
|has stepped up its advertisir » 
schedule through Davis & Beave ). 
Los Angeles, to include four-co)., 
|advertisemenis in national mag 
zines. 


Cl 
Shelby, 
son's ra 
rope cli 
cles in r 
tre 


NO 


—_ —_ 


Can 
Sou 
Cali 


in which production covers only ona 
essential needs, but no distribu- 000 on 
tion controls exist; and (3) unre- SER a a ' P ont 
stricted supply. SOUTH BEND is proud of the ring swe of Notre Dame. re : 

Other Samanta Shown The university and the « ity are old friends. hen hei 

In the case of the refrigerators, In normal times approximately 3,000 students from all ory 
the 1,226,250 is the unrestricted aha of the country and foreign lands attend Notre Dame. manners 
are ee A Bn pi sere Now Notre Dame is in the Navy and as usual the campus ff; pillio 
level OCR std 280,000 a quarter is teeming with activity. nt ve 

—oe - : be ‘ the arr 
a ngsert 3 a eee ery Just as Notre Dame is doing its full share in behalf of the Bijiotted 
par Gearten’ Acualey. Bag oun war effort so also is industry in this area. As a result, pay rolls $50,000 
chanical refrigerators are to be continue to increase — more cash going out every pay day. section 
eer yg during the third quarter War workers are getting big money and much of it is go- fone of 

OCR also predicted a big market ing into War Bonds. Every quota since Pearl Harbor has Be 
for “washing machines, estimating been more than met. A great reservoir for Post-War buy- ages Mee 
that 750,000 could be sold each ing is thus being built up R: rr 

i ° Radio s 
quarter in a free market. Under | tinge ms a 6 . . “anni 
more stringent conditions, 350,000 [his market can be effectively reached by using The South meme, 
would be needed while a minimum | Bend Tribune. The Tribune’s circulation runs to more §,, up | 
pods pwr orgs - res angag than 80,000 and it is the only daily paper in South Bend [falifor 
betmactionh: 7 seecieel and St. Joseph County. The Tribune’s circulation is the §chrome 

Other consumer goods markets largest between Indianapolis and Grand Rapids. net ol 
which OCR expects in a free situ- ashi’ 

: public 
ation include demand for 648,425 — se _ — ss © 3 
vacuum cleaners a quarter; 700,- ia ‘ Bes wet 
(000 electric fans; 210,000 sewing, a § th 1 d @rib ; = dn 
|machines; 261,000 electric ranges, | - Cc ; — F ” 
/and 69,145 class B oil burners. | - he ou fait : hot une & hoon 
| Recent OCR surveys show ay cm ” (a aul 
| “severe shortage” of such items as | etee-++ eenener~ ye > epee Al will be 
alarm clocks, garbage cans, wash-| Newspapers Get In:mediate Action licity , 
— er screening = aro STORY, BROOKS & FINLEY, INC. National Representatives 

ights, which are available less | 

than 30% of the time. A middle| , 

group, available 30 to 60% of the | ‘ a8 
time, includes flashlight batteries, | larger 
clothespins, double boilers, egg movie 
| beaters, radio tubes, and um- cial tr 
brellas. by the 

Navy 


‘Heads Chicago AMA 


J. J. Martin, director of research 


|of Henri, Hurst & McDonald, Chi- 
| cago, has 
|of the Chicago 
American Marketing Association. 
Other new officers are: G. H. 
Brown, University of Chicago, Ist 
vice-president; W. C. Eldridge, 
market analyst, Radio Corporation 
of America, 2nd _ vice-president; 
Wm. Keir, research department, 
| Libby, McNeill & Libby, treasurer, 
and Stanley Womer, manager, 
|Chicago office, Industrial Surveys 
Company, secretary. 


chapter of the 


Handles Enterprise Sales 


U. S. Slicing Machine Company, 
peacetime maker of food slicing 
machines, La Porte, Ind., has been 
appointed to handle sales and 
servicing of Enterprise meat chop- 
pers and coffee mills, manufac- 
tured by Enterprise Mfg. Com- 
pany, Philadelphia. 


Join Hawaiian Agency 
Leonard Carey, advertising ar- 
tist, and his wife, Jean, photogra- 
pher, have joined Holst & Edwards 
Ltd., Honolulu agency. Mr. Carey 
was formerly art director of 
Thompson-Koch Company, New 
York, and prior to that was with 
Erwin, Wasey & Co., Chicago. 


been elected president | 


THE DES MOINES AUDIENCE FOR 
DINAH SHORE IS ENLARGED-¢ 


Yes, Dinah Shore and “Birdseye Foods” get a Des 
Moines audience 68.8 above their national Hooper. 
Exceptional? Not at all. The 48 CBS commercial 
evening shows on KRNT average 30.3¢; higher than 
their national Hooperating (cis! 44). No 
wonder more than 150 national and regional adver- 


tisers use KRNT in Iowa’s No. 1 market, Des Moines. 
KRNT, DES MOINES + CBS « A COWLES STATION 


68.9 1 
meron 


Affiliated with 
Des Moines Register. Tribune 
Represented by Katz 
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| June 28 for induction as a lieuten- ‘Meltzer Opens Office ‘Issues D-Day Edition 


b | ant (jg) in the Navy. His assistant, | Allen Meltzer, former eastern! Naming June 12, as its Civilian 
Harriet Booth, carries on as secre- publicity manager of Warner | D-Day, %~ Texarkana Gazette 
tary to the management committee | Brothers Pictures, has resigned to|issued’a special edition backing 
of the club. ‘form Allen Meltzer, Inc., an in-| the day’s activities which were 
_Capt. Edmund Melhado, former | dependent public relations organi- | highlighted by a visit from Henry 

Theodore E. Mackrell, account| Vice-president of Hevenor Adver- | zation at 509 Madison Ave., New| Morgenthau Jr., Secretary of the 
executive with Batten, Barton, |tising Agency, Albany, N. Y., has York. Treasury. 


Durstine & Osborn in Buffalo, N.Y., re promoted to major at the) ——_—_--—- ——_—_—_— 

before entering the service, has|Army air forces eastern flying | 

been promoted from captain to/training center, Maxwell Field, Leaves OCD for ARF Nelson Named V.P. 

major in New Guinea. Ala., where he is staff post ex-| Frances G. Knight, former di- Raymond E. Nelson, director of 
Harry R. White, for 11 years| change officer. He joined the Army] rector of public counsel of the Of-/| radio and television for Charles M. 

executive secretary of the Sales/in June, 1942, as first lieutenant | fice of Civilian Defense, has been| Storm Company, New York, has 

Executives Club of New York, re-| and has been stationed at Maxwell | named director of public relations| been elected a vice-president of 

ported at Fort Schuyler, N. Y.,| Field since March. 'of the American Retail Federation. ! the agency. 


NO CINCH—Marine Pvt. James C. 
Shelby, former head of McCann-Erick- 
son's radio division, finds the 20-foot 
rope climb one of the toughest obsta- 
cles in running the recruit course. He's 
training at San Diego, Cal. 


Cannery Recruits 
Sought in Big 
Calif. Campaign 


Oakland, Cal., June 28.—To re- 
cruit an emergency army of 150,- 
000 seasonal workers, the most 
concentrated drive for cannery 


= labor ever instituted in the state 
has been launched by California 
1 all GProcessors and Growers, Inc. 
es With but a handful of regular 
ame. Beonnery workers left, and almost 
npus Ha billion cans of California fruits 
and vegetables urgently needed by 
the armed forces, the group has 
f the allotted a budget of approximately 
rolls §s50,000 for the three-month em- 
day. Qployment drive which greatly sur- 
? passes in size the highly successful 
3 go- fone of last year. 
- has A series of from 12 to 15 large- 
buy. gsPace newspaper ads will appear 
: in all canning areas of the state. 
Radio spots will be used in selected 
outh @c2nning areas. A two - month 
aaate showing of 24-sheet posters will 


go up on 150 boards in northern 
Send California. Natural color Koda- 
the chrome display cards featuring 
actual combat soldiers have been 
prepared for stores, banks and 
public places. An informational 
booklet for prospects will be dis- 
Pe Eributed by various agencies, such 
i as the U. S. Employment Service, 


War Manpower Commission, 
Chambers of Commerce, and 
school districts. The campaign 
will be backed with a big pub- 
licity drive. 


Services to Help 


The U. S. Employment Service 
will hold mass meetings in the 
larger canning districts, with 


movie stars, war heroes and spe- bd E ; 
cial traveling exhibits furnished N e 1ver its readers well it serves its advertisers better. Ad- 


oy the Army. Special Army and vertisers, considering the newsprint shortage, will 
Navy entertainment units will ‘ ' 


stage shows in the canning dis- th G d understand that retained reader interest is of utmost 
” Aaaiieidias messages feature e OO S importance to them as well as to this newspaper. 
human interest appeal rather than ; 
the blunt “come to work” type of Pie So that when peace returns, advertisers can deliver 
| ‘copy. The appeal will not glamor- Just as important as the actual fighting by our men, their advertising messages through The Call-Bulletin, 
ize the job; ads will say it is a 

ough job but that one can catch 


on land or in the air, is the delivery of war materiel. to the largest audience of potential customers in 


on to it quickly. A typical head- All the necessary arms and supplies for war pro- co er f salen 
line reads: “About bayonets for 4 din the USA os ee lat cs satis San Francisco where the greatest Effective Buying 
can-openers and exhaust pipes for uced in the U.S.A., must be delivered on schedule becaliend [a eeremmineiondl 
stoves,” to the men who use them...failure in this would 
he peak of the canning season EN eT ee 
comes during July, August and I saster. : 
September. Through part of July, ) Space Saved Now Is Farsighted 
ads will be of an educational na- Much of the credit for the success of our convoys in Planning for the Future 
lure, while at the peak, all ads s ; és ; 
will assume direct action appeal. delivering the goods’’ must go to the Navy's great 
* bane 4 - Yoemans, ree | blimps. Guardians of the convoys, blimps proved GD _ 
va‘ifornia Processors an 3roOWw- : ify: J 
ers is in charge of the campaign. | to be one of the answers to the submarine menace. San Piancts€o 


Ths agency is Foote, Cone & Bel- 
dirg, San Francisco. Newspapers in America are guardians of the pub- + P | | -B | | | | E | T N 
c's interests. A newspaper's first responsibility is 
lores Heads CIAA lic tere \ newspape irst ponsibility i 
red G. Jones, advertising man- | 
of Creamery Package Mfg. | friendly news newspaper, believes that by serving 
has been elected president of 
cago Industrial Advertisers 
ciation. Also elected were: | 
liam A. Marsteller, advertising REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
lager, Edward Valve & Mfg. 
John D. Roberts, Behel & 
die & Briggs, and Walter Yo- 
, Bodine Electric Company, all 
‘-presidents. Lewis J. Schanz, 
‘coid Corporation, was named 
etary-treasurer. 


to its readers. The Call-Bulletin, San Francisco's 
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Brown Named EGP Editor, 


Rovner, News Editor 


Robert U. Brown, executive edi- 
tor of Editor & Publisher since 
last November, has been elected 
editor. Mr. Brown has been with 
E&P since 1936 when he joined 
the staff as a reporter, becoming 
news editor three years later. 

Appointed news editor to suc- 
ceed Stephen Monchak, new with 
the overseas staff of OWI, is 
Samuel Rovner, formerly in public 
relations work and with E&P for 
the past six months. 


Campbell Joins WBBM 


Alex Campbell, formerly sales 
manager of Station WKAT, Miami, 
has joined Station WBBM, Chi- 
cago, as an account executive. 


ADS PULL BETTER 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. Nothing like them 
anywhere. 100 new _  sub- 
jects monthly. All lines 
business. Write for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
=<RS, Inc., 10 E. 88 St., 
New York 16. 


Global Air Transport 


First newspaper advertisement 
of the 1944 Pan American World 
Airways newspaper campaign ap- 
peared last week with 1,000-1,600 
line space units in ten major 
cities from coast to coast. Cap- 
tioned “The ‘Someday’ of Global 
Air Transport Service is Actually 
Here Today!”’, the ad displays on a 
map of the world Pan American 
routes as of 1941, plus those added 
since then. 

The campaign is running in Los 
Angeles, San Francisco, Washing- 
ton, Chicago, New Orleans, Bos- 
ton, Detroit, New York, Philadel- 
phia and Seattle. J. Walter 
Thompson Company is the agency. 


Heads Sales Executives 


Ralph Keller, George A. Hormel 
& Co., has been elected president 
of the Chicago Sales Executives 
Club. Other officers elected are: 
A. G. Phillips, Allied Mills, 1st 
vice-president; C. H. Lamoreaux, 
Standard Oil Company, 2nd vice- 
president; M. B. Goff, Employers’ 
Mutual Insurance Company of 
Wausau, treasurer, and H.C. Buell, 
American Bank Note Company, 
secretary. 


John Hoagland Takes 


Christian Science Post 

John Hoagland, promotion man- 
ager of the Louisville Couwurier- 
Journal and Times, and Station 
WHAS, has resigned to become 
manager of committees on publi- 
cation of the Christian Science 
Mother Church, First Church of 
Christ, Scientist, in Boston. He 
will supervise radio, press and 
other public relations activities of 
the church. 

J. M. Wynn, for the past seven 
years national advertising man- 
ager of the Louisville papers, suc- 
ceeds Mr. Hoagland. Ted Weil, 
with the retail advertising staff 
and prior to that with the New 
York Post, and operator of his own 
New York agency, has been named 
national advertising manager. 


O-I Can Promotes Two 


George E. Kummerow, pre- 
Viously of the Chicago sales office 
of Owens-Illinois Can Company, 
has been promoted to sales man- 
ager of the paint and varnish divi- 
sion, Chicago. Harvey P. Thelen 
has been named sales manager of 
the company’s new steel container 
division, with offices in Toledo. 


in the Hole” for Postwar Houston! 
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NEW BLAST FURNACE 
TO DOUBLE TEXAS STEEL CAPACITY 


Recently blown in, Sheffield Steel’s 
new, modern blast furnace at Houston 
will mean much in postwar years to 
Houston and the Gulf Southwest. 

This great steel mill uses tons and 
tons of iron ore, limestone, manganese 
and coal for coke. Since these are 
mined or quarried in Texas and near- 
by states, steel-making truly is anoth- 
er industry which assures the con- 
tinued industrial development of 
Metropolitan Houston, the South’s 
largest market. 

Back in 1936, Sheffield planned a 
Houston steel mill of 200,000-ton ca- 
pacity which could be readily en- 
larged to meet growing needs. En- 
couraged by the rapid growth of busi- 
ness and industry in the Gulf South- 
west, its construction was started in 
April, 1941, to serve not wartime but 


peacetime needs. When the war came, 
Houston had a sound steel making 
project under way which drew the at- 
tention of the War Production Board, 
and in January, 1942, WPB author- 
ized expansion of these steel-making 
facilities. During 1943 DPC finished 
several units in this expansion pro- 
gram, including two open-hearth 
furnaces, coke ovens, a blooming mill, 
and an additional plate mill. 

These units, together with the new 
blast furnace, give the Gulf South- 
west its first fully integrated steel 
mill. With doubled steel-making ca- 
pacity, Houston’s shipyards and fac- 
tories can make more ships and mu- 
nitions of native steel. And after the 
war — steel-making will stimulate 
even faster growth of Metropolitan 
Houston. 


The Houston Chronicle has not only been first in advertising and circulation 
in Houston for more than 31 consecutive years, it has also played an im- 
portant part in the development of the South's largest market. 


R. W. McCARTHY 
National Advertising Manager 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 
National Representatives 


| 
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L. M. Negley of the Chicago office of Meredith Publishing passe 
the cigars around the other day in honor of the arrival of a 5-]b 
7-oz. girl June 14... 

Andrew J. Haire, pres. of Haire Publishing Co., was one of thre 
initiated June 21 into the New York Alumni chapter of Sigma De! 


Chi, national journalism fraternity. . . Maj. Charles Vanda, w)} 
directed CBS programs on the West Coast before he joined th. 
Army’s Strategic Services, has won the Legion of Merit. . . 

H. L. McClinton, N. W. Ayer’s v.p. in charge of radio, is recu)- 
erating after an operation at Johns Hopkins . . . he won’t be baci: 
at work ’til September. . . 

Tide’s Editor Reg Clough and R. H. Bachman, Hearst v.p., we: 
the lucky winners of the golf tournament staged at the June 2) 
meeting of the National Pub- 
lishers’ Assn. in Garden City; ates Sg ie 
each was presented with a $25 ‘ ee Be > 
war bond... 

Florence Gardner, exec. sec’y. 
of the San Francisco Adclub for 
25 years, was presented with a 
silver tray and a diamond wrist 
watch at a capacity-crowd anni- 
versary celebration in the gold 
ballroom of the Palace Hotel, at 


which Robert H. Willson, new 
pres. of the club, presided. . . 
T. M. Mayberry, sec’y. and 


treas. of Firestone Tire & Rubber 
Co. of Canada, and immediate 
past pres. of the Advertising & 
Sales Club of Hamilton, Ont., has 
been elected pres. of the Hamil- 
ton Chamber of Commerce. . . 
N. A. Winter, head of the Des 
Moines agency of that name, has 
been elected a member of the 
board of trustees of Cornell Col- 
lege, Mt. Vernon, Ia., of which he 
is an alumnus, class of 718... 

Harold B. Johnson, publisher of 
the Daily Times, Watertown, N. 
Y., who joined the local staff of 
the paper 40 years ago, will be 
given a testiminial dinner by his fellow citizens July 27. . . Reid, 
Murdoch & Co., Chicago wholesale grocer, has, perhaps, as many 
people who have reached the half-century mark of service as any 
company you could name. Leader of the old-timers is veteran 
coffee man John MacMahon, board chairman, who is now in his 
6lst year with the company and on the job every day... 

Arthur Klein, 10-year-old son of Philip Klein, Philadelphia 
agency head, has already reported a sale of $150,000 as his share of 
his school’s quota in the 5th War Loan drive... 

Fred M. Echoff, branch manager of the typewriter div. of Rem- 
ington Rand, has been elected pres. of the Executives Club of 
Chicago. . . Wesley A. Gilman, partner in Lewis & Gilman, Phila- 
delphia agency, has been named v.p. of Philadelphia’s Metropolitan 
Society for Crippled Children... 

In the ball game at the Eastern Industrial Advertisers’ outing, 
associate members, captained by Ed M. Stanley of Conover-Mast 
Corp., beat the active members, headed by John Rooney of Geare- 
Marston, with a 
score of 13-9 
Jerome B. Gray 
of Gray & Rogers 
won the McGraw- 
Hill trophy fo 
the low gross gol! 
score of 80 among 
the active mem 
bers, and Robert 
Beard of Mc 
Graw-Hill wo: 
the trophy do 
nated by R. fF 
Lovekin Corp. fo 
the low gross « 
87 among. ass\ 
ciate members. 

Howard |! 
Chernoff, mg. di 
of the West Vi 
ginia networ 
has been accrec 
ited as a wi 
correspondern'! 
under the Army’s new accreditation procedure for radio in tl 
European theater, and will soon be on his way to England. . . 

Elmer E. Bullis, ad manager of Seed Trade News, Chicago, w! 
underwent a serious operation recently at Illinois Masonic Hospit: 
is reported to be improving satisfactorily. 

J.C. “Jap” Hammond, sls. mgr. of Franklin Transformer Mfg. 
and previously mgr. in charge of private brand sales at Nation 
Battery Co., has an article in the July Esquire on “The Gremlins 
Washington.” An ex-dollar-a-year man in the capital, he comes 
the defense of the ‘“Gremlins’”—government workers—declaring t! 
country would be in a mess right now if it weren’t for them. 
1,200 guests from four states attended the seventh birthday 
WOWO's “Modern Home Forum” in Fort Wayne, Ind., with J. I 
Cealey, station mgr., introducing Lane Weston, Forum director. . 

In Ossining, N. Y., Dorothy Clarke became the bride of Lt. Jam« 
J. Patterson, USA, son of Joseph M. Patterson, publisher of the Ne 
York Daily News. . . William B. Benton, co-founder of Benton é 
Bowles and now v.p. of the Univ. of Chicago, is the author of a! 
article in the June 10 issue of The Saturday Evening Post titlec 
“How Shall We Trade with Britain?” ... 


NO PRIZE—Dan Pykett of Arthur Kud- 

ner, Inc., Herb Drake, promotion di- 

rector of Macfadden Publications, and 

Ed Hosp, BBDO, are definitely not 

smiling at the game warden, consider- 
ing the size of their catch. 


PAST AND PRESENT—Eric Zimmerman, left, secretary of 

the International Affiliation of Sales and Advertising 

Clubs, talks things over with Don Thomas, holder of a 

nine-year record as former secretary of the Affiliation. 

At a testimonial ceremony during the group's recent 

meeting at Niagara Falls Mr. Thomas was presented with 
a scroll in token of his outstanding service. 


Advertising Age, July 3, 19<4fMm Advert 
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Industry-Wide 
Campaign Spurs 
Home Insulation 


San Francisco, June 27.—Geared 

to the national fuel conservation 
rogram, the first industry-wide 
nome insulation advertising cam- 
gigi ever conducted in northern 
Caliiornia has been launched by 
the Pacific Gas & Electric Com- 
pany, in behalf of insulation ma- 
terial and heating equipment deal- 
ers in its territory. 

Prior to the kick-off earlier this 
month, a four-page circular was 
sent to 600 insulation dealers and 
400 heating equipment dealers 
calling their attention to the six- 
point selling program being inaug- 
urated for their benefit. It was 
pointed out that home insulation 
s considered so vital to the fuel 
onservation program that a spe- 
ial exception to the provisions of 
Regulation ““‘W” has been author- 
ized by the FHA—nothing down; 
irst payment Nov. 1, balance on 
asy terms. 

The PG&E 1944 home insulation 
ampaign includes: 

(1) Large-space ads in 362 daily 
nnd weekly newspapers in north- 
prn and central California during 
he weeks of June 5 and July 10. 
(2) During July and August, 
ore than 350 24-sheet posters 
hroughout the territory. Smaller 
eproductions of these posters— 
ver 1500 of them on all company 
rucks and service cars—will make 
pa traveling display on highways 
pnd streets. 

(3) Big, colorful easel-backed 
Hisplay cards for floor and window 
Hisplay, delivered free by company 
epresentatives to home insulation 
Healers within the campaign terri- 
ory. 

(4) A display of home insulation 
vaterials for each local PG&E 
ffice. 

(5) Sales helps—manufacturers 
knd suppliers of insulation mate- 
ials will make available advertis- 
ng mats, special literature, fold- 
brs, window-trim material and 
‘ther sales aids. 

(6) The old, prewar FHA sum- 
rer heating finance plan revived 
bnd available during the campaign. 
t is pointed out that dealers’ 
banks or finance companies will 
brrange these terms. 
Manufacturers cooperating with 
G&E include: Johns-Manville, 
Yew York; Kimberly-Clark Cor- 


oration, Neenah, Wis.; Fir-Tex, 
Portland, Ore.; Reynolds Metals 
ompany, Richmond, Va.; Western 


Asbestos Company and Insulation 
Products, San Francisco. 


innounces FM Policies 
The Blue Network, in reply to 
in FCC request for a statement on 
present policies and methods of 
bperation relative to frequency 
nodulation broadcasting, has an- 
iouneced that both commercial and 
ustaining program service will be 
vailable to Blue affiliates for 
broadcasting on FM stations they 
nay operate. Stating that it has 
iled applications for FM stations 
n New York, Chicago and Los 
Angeles, the Blue stated that it 
iad not incorporated in its affilia- 
ion contracts any provision re- 
pecting FM. 


hlbertson Named Editor 
win E. Albertson, since 1933 
nhgazed in public relations and 
el that an executive with 
t Frank-Guenther Law, Inc., 
las been named editor of the 
Vail Commercial News, San 
francisco, succeeding A. Harold 
who, resigned to become 
‘ relations director for Build- 

f the West, San Francisco. 


SRO Adds Show 


Total War Theme 
Ads Hit 41 Billion 
for 8 Months 


New York, June 29.—War theme 
advertising in United States daily 
and Sunday newspapers réached 
$4,779,693 in March and totaled 
$41,703,238 in the eight-month 
period, August, 1943-March, 1944, 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion, reports in the current month- 


ly compilation made for the bureau 
Sd Advertising Checking Bureau, 
nc. 

Of 32 war projects promoted in 
newspapers in March, the Red 
Cross received $2,374,913 or 49.7% 
of that month’s total. Runners-up 
in March were War bonds, “Don’t 
Telephone,” waste paper salvage 
and $175,000 for Army recruiting, 
excluding the Wac. The Wac 
ranked 14th for the month, with 
$60,000. 

War bonds, with newspaper 


space valued at more than $17,- 
300,000, led all themes for the 


eight-month period. “Don’t Tele- 
phone,” with about $3,524,000 was 
second, and Red Cross, $2,557,000, 
third. 


Returns to Pillsbury 


Allan Moore, for the past year 
head of the flour section of the 
OPA, has returned to Pillsbury 
Flour Mills, Minneapolis, as head 
of the newly organized grain mer- 
chandising department. Before 
joining the OPA, Mr. Moore was 
manager of Pillsbury’s Chicago 
grain office. 


53 
To Head Agency Office 


William Bailey, formerly of the 
Chicago office, has been appointed 
manager of the Kansas City, Mo., 
office of the Katz Agency. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


She Piue is proud to present 


George Hicks 


in 


BEGINNING TUESDAY, JULY 4, 
EVERY TUESDAY & THURSDAY FROM 10:15 TO 10:30 P. M. EWT 


A Program of His Own 


TIME: 
Blue Network’s tall, 


London news chief. . 


NEWSWEEK: 


BEN GROSS 
(June 11) * 


he gave them.” 


Stition KSRO, Santa Rosa, Cal., 
as been added to the list of 
ern California stations airing 
Songs of Freedom” program, 
ored by Sierra Candy Com- 
San Francisco. Robt. B. 
g Advertising Agency, San 
‘isco, handles the program. 


bol e Joins Ziff-Davis 
irles Guy Bolte, former news- 
editor and military affairs 
r for OWI, has joined Ziff- 
Publishing Company, New 


| VARIETY: 


in June 14 issue) * 


WHAT THEY SAY OF HICKS 


(June 19) * 


begoggled, 


out of the European war.” 


N.Y. DAILY NEWS 


. left dialers all over the 


George Hicks, the 


modest 


. turned in the best 
recordings of them all.” 


(June 19) “. . . the 


most realistic radio reporting yet to come 


country respecting his courage and calm- 
ness and grateful for the detailed picture 


art en of Hicks’ story, 
Ge orge Hic ‘ks of B lue 


Grabs Top D-Day Laurels.” 


tary reportage” 


Hicks’ eye-witness account” 


With the expiration of the 


expected. 
will prove to be one of the 


human-interest accounts of 


on the Invasion. 


6s pool” 


But we believe that this new 


ROM George Hicks, Blue Network corre- 
spondent with the Allied Invasion Forces, has 


come what Variety calls “the top job of documen- 


Proof of this 


lies in “the hundreds of requests that have pour- 
ed into the four networks asking for repeats of 
of the Invasion seen 


from the gun turret of a warship. 


arrangement 


which put him*at the disposal of our contempo- 
raries, George Hicks reverts to The Blue and we 


are proud to present him in a program of his own. 


Those of you who have heard Hicks’ broadcasts 


need no words from us to picture what may be 


series 


greatest dramatic and 


the post-D-Day story. 


For further details check with 


She Dtue AN 


MUO? 


as assistant public relations | 


or. 
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S. C. Ad Club to Meet 


The Carolinas’ Advertising 
Executives 


Duncan A. Scott Moves 
Association 


|Los Angeles. 


‘Fred Thornton Promoted 
Duncan A. Scott & Co., publish- 
will meet|ers’ representative, has moved to/} director of Leo Burnett Company, 
July 21-22 in Greenville, S. C., to| larger quarters at 448 S. Hill St.,| Chicago, 


discuss “Postwar Advertising.” j}account executive. 


Fred R. Thornton, formerly art 


Outline Plans 


has been promoted to 


a Mee le 


4 — : 
es @ cee 3 


|when Secretary Jesse 
|submitted a progress 
| inter - departmental 


more than two months. 


| reports, 


|including a Census of 
| tures, 


, OHI 


taken in 1946. 


for New Census, 
Commerce Report 


Washington, June 28.—Business 
land industry were given a glance 
into the statistical planning of the 
|Bureau of the Census and the 
Department of Commerce today 


H. Jones 


report on| 


conversations 
|which have been under way for 


Destined to lead to a revitalized 
| series of Census and Commerce 
the discussions 
|ready resulted in a decision that a 
|Census of Agriculture be taken in 


have al- 


| 1945, and that four major surveys, 


Manufac- 


a Census of Business, a 
|Census of Mineral Industries and 
la sample Census of Population be 


In a covering letter to 200 lead- 
ing trade association and business 


Favorite diversion of Mr. and Mrs. America and their 


offspring is to line up at Radio's Stage-Door.. right in 
their own home! Truth, being stranger than fiction, 
sees the simple turning of a knob become the “Open 
Sesame” of the Arabian Nights, whereupon the stage- 


door swings wide open. 


At the stations of Westinghouse, the line forms before 
dawn. It’s still there long after midnight. The queue is 
waiting for (and getting) 9 of the first 10 most popu- 


lar national programs: 20 of the first 25, and so on. 


Top-notchers of the entertainment-world, the pick of 
the news-commentators, music, and (yes!) salesmen.. 
welcome salesmen, who tell the people about things 


they need.. and need to know about before they buy! 


In primary areas alone, the stations of Westinghouse 
address a potential audience of 18,000,000 Ameri- 
cans.. hold their attention and their loyalties with 
NBC’s Parade of Stars, as well as local programs of 
high caliber. Wouldn’t you like to introduce your line 
to our line? NBC Spot Sales is ready with helpful 


suggestions and further details. 


WESTINGHOUSE RADIO STATIONS Inc 


Q" 


WBZA 


WOWO + WGL + KYW e« 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


KDKA 
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paper editors, Mr. Jones officially 
announced that the department “js 
preparing to reestablish the flow of 
statistical information to business 
and industry as soon as require- 
ments for military security wi|!] 
permit.” This service, performed 
since 1903, has been interrupt 
he pointed out, because the d-- 
partment’s statistical facilities hig 
been largely converted to compil:- 
tion of information for war age)- 
cies. 


Help to Be Sought 


Promising that the advice an: 
counsel of industry and busii 
will be solicited “when the work 
of the department has progressed 
to the point that concrete pro- 
posals are available,” he included 


nm 


|a summary of progress that 


been made since active planning 
got under way in April. 

Current discussions, the report 
said, have taken into consideration 
the need for continuing coopera- 
tion in the immediate future with 
war agencies. But to provide ade- 
quate information for both gov- 
ernment and industry on produc 
tion and distribution, revisions of 
the current statistical programs 
and the census must be worked 
out. 

The report pointed out that 
information on a wide variety of 
commodities is already becoming 
available through the Census Bu- 
reau’s “Facts for Industry” serics, 
based on material collected for 
war agencies. It predicted that a 
series of economic reports, devel- 
oped along industry lines, would 
be released soon, presenting an 
analytical interpretation of the 
economic position of each indus- 
try. It also referred to foreign 
trade information once more avail- 
able through the department. 


To Study War Effects 


Turning to the need for a com- 
plete statistical picture to guide 
government, industry and business 
through the reconversion period, 
the report stressed the need for an 
adequate Census of Manufactures 
and for complete information 
about the effect of the war on 
distribution channels. 

To increase the effectiveness of 
the Census of Manufactures, the 
department hopes to increase the 
amount of information available 
on specific commodities, and the 
consumption of materials. Officials 
have in mind five vital questions 
which they hope to answer about 
commodities: How much of it is 
made? Where? What is con- 
sumed? How much labor is re- 
quired? and, How many firms are 
in the field? In answering these 
questions, it is expected, the con- 
sumption of more than a dozen 
basic commodities can be traced. 

In revising the Census of Manu- 
factures, it is expected that the 
amount of 
market analysis and management 
engineers can be 


increased with 
little or no additional burden tof; 
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information useful toffing. 


industry by redesigning and in-§whj 


creasing the number of tabula-§; 
In any event, the report&wer 


tions. 


promises that no stone will be lcftfye; 


unturned to make full use of pre-q 


viously collected data and most 
advanced statistical techniques or 
designing questionnaires and us ng 
sampling methods. 


For Transition Use 


Turning to problems of distri! u- 
tion, the report points out tal 
information on both consumer «nd 
industrial markets will be parti u- 
larly important in the transi‘ on 
period and in postwar operations, 
but it concedes that no knowle: gé 


LOOK IT UP in 
the MARKET DATA B00! 


* 
CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 
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D-DAY COPY—Prepared weeks in ad- | 
vance of the invasion, this ad appeared | 
in New York state and New England 
newspapers for Beverwyck Breweries 
almost simultaneously with the first | 
headline announcements of the in- 
vasion. Peck Advertising Agency han- 
dles the account. 


is available on the over-all impact 
of the war on channels of distri- 
bution. 

Pointing out that normal chan- 
nels have undoubtedly been badly 
disrupted by requirements of war, 
it says that a Census of Business 
must be taken in 1946 “so that) 
essential facts are available to) 
business as a basis for returning 
to normal activity.”” Based on 
1945 activities, it would cover 
wholesale and retail trade, serv- 
iceg and construction. 

In addition to these two major 
operations, the department will 
conduct a Census of Mineral In- | 
dustries in 1946, and a sample 
Census of Population. This latter 
survey will be designed to trace 
wartime shifts in population to) 
provide consumer market analysts | 
with the latest information about) 
the distribution and characteristics 
of the population. Finally, a series | 
of current economic reports is| 
planned which will give trends 
and developments in specific in- 
dustries and commodities. 

A summary of the report to 
trade association executives and 
business paper editors will be pre- 
sented in the June issue of. Do- 
mestic Commerce by Mr. Jones. 


| 
Sales Total $4,000,000 | 
An Air-Wick deodorizer cam- | 
paign by Seeman Bros. Inc., New 
York, 90% of which was concen- 
trated in newspapers, has brought 
annual sales to more than $4,000,- 
000 in slightly more than 12 
months, according to the latest 
issue of “Advertising Facts,” 
mailed by the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, to national adver- 
tisers and agencies. The product 
is sold in 62 primary markets, 
while future plans call for coast- 
lo-coast distribution. Newspapers 
were used four times weekly on a 
year-round basis with 42-1200 line 
copy. 


Plan $1,000,000 Campaign 


A $1,000,0G0-a-year cooperative 
vromotional campaign was out- | 
ined by Robert F. Branch, mer- | 
andising counsel, to the National | 
“ather and Shoe Finders Associa- | 

in convention at New York | 
tecently. The campaign, de-| 
ed to hold wartime gains, is | 
actically assured, revealed Mr. 
neh, with about 30 finders 
‘igning pledges to support the | 
ume protection plan.” October | 
ild mark the completion of the | 
ey-raising phase of the drive, 
ita promotional details ready by | 
end of the year, C. L. Eng- 
m, president, said. 


Je 


form Cincinnati Agency 


empleton Briggs and Leland 
is, both formerly with Allen, 
ton & McDonald, Cincinnati, | 
> formed their own company, 
ertisers’ Agency, Inc., with 
es in Union Central building, 
‘innati. 


S. Luggage & Leather Goods 
ipany, New York, has named 
. Kupsick Advertising Agency, 

York, to handle its account. 
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D-Day Papers Use eee, Cc oe Seen Set, /eaeges fetes Wealers ‘Resort Edition Out 
First Color Heads ceaeadinn. —— ‘a __ Jerome S. Meyer, formerly pres- “The Land of Blackhawk,” sev- 
oe ni us ident of the Zinn & Meyer adver-|enth annual resort edition. of the 

re oe - oe shige | tising agency, has joined Norman | Daily Gazette, Janesville, Wis., has 

an epuolican, eipyville, ina., : : |D. Waters & Associates, New York,| been issued to acquaint vacation- 

on June 6 carried large headlines Downs, Publisher, Resigns 'to assist in handling accounts and | ene with miata Wiemenin as a 

in color, marking the first use in} Representative LeRoy Downs, developing television and _ radio! desirable vacation spot. 

the United States of color in this| Connecticut, has resigned as edi-| programs. 

manner Mn age = int {s g pd eee re = tee fl ae ee ee Joins Bendan Agency 

presses. e color attachment has orwalk, onn., to evote full | . 

been invented and developed inj|time to his position as southern | To Head Haskelite Sales | Lorene Frazee, formerly assist- 

the local newspapers’ mechanical|Connecticut director of the War| E. W. Stoner, for ten years De-| ant to Gordon E. Hyde, vice-presi- 

department by Pat Hurlbut. Later}; Manpower Commission. He will | troit district manager of Haskelite|dent of McCann-Erickson, New 

editions of Shelbyville papers con-| be succeeded by Brien McMahon, | Mfg. Corporation, has been pro-/| York, has joined John H. Riordan 

tinued to use red and green head-|former assistant U. S. attorney |moted to sales manager in charge | Company, Los Angeles, as office 

lines on D-Day, and during June’ general. lof industrial sales, Chicago. ‘manager and space buyer. 


10° WAR SAVINGS STAMPS 


sold and delivered to American Homes! 


The greatest single contribution of the youth of 
America to the war effort is being made by the 
newspaper boys. Without thought of remuneration, 
glory or praise, these boys, too young to work in 
industry or fight, have volunteered to do their part 
toward providing the funds needed to finance the war. 


Under the supervision of the newspapers they rep- 
resent and the sponsorship of the International Cir- 
culation Managers Association, they have worked 
faithfully, week after week, selling and delivering 
War Savings Stamps to the customers they serve. 


Theirs is an act of service and sacrifice .. .a demon- 
stration of their desire and ability to be a constructive 
factor in the community they serve. What they have 
accomplished is a tribute, not only to them but to 
the newspapers and the men on those newspapers 
who have for years been training and teaching boys 
to be young business men... responsible, conscien- 
tious, industrious young citizens. 


It is their training as newspaper boys which made 
it possible for them to accomplish what they have. 
This impressive total of one billion, one hundred 
seventy million was reached, not through any single 
drive but through the steady, persistent efforts of 
thousands of boys selling—week after week after week. 


This is only one of the many major contributions 
which newspapers are making to the war effort and 
ultimate Victory—one of which they can be proud. 


Ina recent magazine article, Major General James Ulio, Adjutant 
General of the United States Army said, “I heard just the other 
day that an army doctor in Italy, as a result of his observationsin 
the field, had said he believed the best officers were ex-newsboys. 
There are exceptions, but not in the basic principle. One of the 
best officers turned out by our candidate schools was the son of 
one of the wealthiest American families. But he had been brought 
up to act and think for himself and to earn his own money.” 


INTERNATIONAL CIRCULATION MANAGERS ASSN. 


(Published in appreciation by Scripps-Howard Newspapers) 
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Resigns Screen Post 

William Johnson, a founder and 
first president of General Screen 
Advertising, New York, has re- 
signed as president of the organi- 
zation. He will continue as head 
of Motion Picture Advertising 
Service Company. 


Reynolds Buys Building 

Reynolds Metals Company has 
purchased the  14-story office 
building at 19 E. 47th St., New 
York, te house its executive and 
New York sales offices, and offices 
of its affiliated and _ subsidiary 
companies. 


G-F Names Treasurer 

Robert R. Stevenson, former 
deputy treasurer of General Foods 
Corporation, New York, has been 
appointed treasurer of the com- 
pany. 


Emery Adds 2 Accounts 

Emery Advertising Company, 
Baltimore, has added the Kara- 
mac, resort hotel at Delaware 
Water Gap, Pa., and Annapolis 
Yacht Yard, Eastport, Md., to its 
list of accounts. 


“Positions Wanted,” 
tatives Available,” 
cash with order. 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 

60 cents a line, minimum charge $2. 
All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


“Help Wanted,” 
and ‘“‘Represen- 
Terms 


HELP WANTED 


OUR CLIENTS NEED MEN 


whose record and experience in advertising, 
sales and management can stand rigid in- 
spection. 

Positions open from coast to coast. 


Free booklet, ‘‘How to Match Men and Jobs” 
sent on request. 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs’’ 


8 South Michigan Avenue ANDover 3129 
CHICAGO 
(Solid firms seeking sound men only are 


solicited) 
TWO EDITORS WANTED — one 
male; one female—by long-estab- 
lished, dominant trade publication. 
Forceful writers with attractive 
personalities, preferably with ex- 
perience in retail merchandising. 


Attractive salary and promising fu- 
ture. Give complete details of age, 
experience and salary desired. 

Box 4898, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 

POSITIONS 

FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
WANTED: ADVERTISING MANA- 
GER for progressive, fast-growing 
Mid-western manufacturer of farm 
equipment. Farm knowledge essen- 
tial. Ag. College degree helpful but 
not required. Must have knowledge 
of advertising techniques and be 
capable sales correspondent. Good 
starting salary; splendid, permanent 
future. Write or wire giving com- 
plete details (confidential). Mace 
Advertising Agency, Peoria, Illinois. 
ADVERTISING SALESMAN 
WANTED by Mid-western Farm 
publication to work out of Chicago. 
Splendid opportunity for right man. 
Please give age, experience, draft 
status, present salary. Applications 
held in strict confidence. 
Box 4899, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


. 


O ENTERTAIN THE MILLIONS 


The earliest regular periodical or magazine 
in the English language was the “Athenian 
ublished in London in 1691. 
Richardson and 
Daniel Defoe all contributed to it — and 
their articles were storm centres of con- 
troversy in the famous old English coffee 


Mercury”’, 


Dean Swift, Samuel 


houses of that day. 


Perhaps you don’t think of The Star 
Weekly as a magazine. Yet it’s a fact that 
our two magazine sections are the best- 


UNITED STATES REPRESENTATIVES 


read ‘‘magazines”’ in Canada—the favorite 
printed entertainment of 89% of nearly 
two-and-a-half million readers, in 700,000 
homes! 86% of these same readers go 
through the comic section, too—and 
97% of them never miss the rotogravure 
picture section. 


No matter where your advertising runs 


in The Star Weekly, it’s plain to see that 
it gets keener attention from more readers 
. .. and that’s what makes advertising pay! 


WARD-GRIFFITH COMPANY 


HELP WANTED 

MAN WANTED by established ag- 
gressive Northern Indiana manufac- 
turer, Must be experienced in writ- 
ing sales letters, dealer bulletins and 
publicity and in preparing sales pro- 
motion materials. Facility in crea- 
tive writing essential—experience in 
automotive field preferred. Good 
starting salary with attractive fu- 
ture for right man. Send small photo 
with application, 

Box 4874, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill, 


A CHICAGO PUBLISHER wants a 
woman with circulation department 
experience to take charge of circu- 
lation of its three publications. Must 
be accurate, conscientious worker 
capable of directing others. Please 
outline experience and minimum 
starting salary for 5-day week. 

Box 4904, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

FREE LANCE ARTISTS 

Small Agency located in Grand Cen- 
tral district will provide private 
office, receptionist, telephone, etc., to 
free lance layout artist in return 
for nominal service. 

Box 4901, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
SECRETARIES! 

Head of small New York Agency 
wants girl Friday who is diligent, 
resourceful, fast on dictation, knows 
a little about advertising and wants 
to know more. Salary only fair. 
Opportunity unlimited. My last sec- 
retary is now an Account Executive 
at four times her starting wage. 

Give all particulars. 
Box 4902, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ART DIRECTORS 
New, small New York Agency with 
unusual opportunity for growth has 
room for first class Art Director 
with desire to become an Agency 
partner without cash investment. 


Tell us abont yourself and then 
we'll tell you all about us. 
Box 4903, ADVERTISING AGE 
1330 W. 42nd St., New York 18, N. Y. 
POSITIONS WANTED 


~ FREE-LANCE SERVICE 
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POSITIONS WANTED 


WELL KNOWN 
PUBLIC RELATIONS COUNSELLO; 
AVAILABLE 

Ranks among best known 
relations counsels and now pre 
dent largest professional publici 
organization in Middle West. F 
reaching contacts. Thoroughly e 
perienced in dealings with publi 
employes, stockholders, civil a, 
thorities. 24 year background 
representing big business. Publish. ; 
successful business magazine. li 
vited speaker at national public ; 
lations clinics, universities, etc. C 
do real job for agency, large ind) 
try or trade association. Interest: 
only in permanent connection t 
fair salary. 

Box 4896, ADVERTISING AG) 

100 E. Ohio St., Chicago 11, I) 


pub! 


TOP-NOTCH COPYWRITER A\pD 
IDEA-MAN wants free-lance wok 
for Chicago-area advertiser. Ex 
rienced on all printed advertising 
Box 4897, ADVERTISING AG} 
100 E. Ohio St., Chicago 11, II) 


ARTIST, MERCHANDISING-IDE \ 


CREATOR 
Versatile, imaginative, energetic 
young woman seeks” connection 


where possibilities for growth are 
unlimited. Knows production; spe- 
cial ability for direct mail planning 
Box 4893, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
TRADE PAPER SPECIALIST with 
success based upon the marketing 
aspects of wide spread space selling 
is interested in a _ publication of 


merit and possessing projected 
plans for the future. Mid-west ter- 
ritory. 


Box 4908, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Lil 
LITERARY COPYWRITER: To 
write story and dramatic copy. Now 
employed by one of Chicago’s larg- 
est agencies as technical writer 

Will free-lance. 
Box 4900, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NATIONAL BEVERAGE ADVER- 
TISING MANAGER. Available Au- 
gust 15th. Prefer location in Illi- 
nois, Indiana, or Missouri. At home 
in all media, especially point-of-pur- 
chase and outdoor. Unusually suc- 
cessful record with cooperative, pro- 
motional planning. Familiar with 
franchise and distribution set-ups 


4 : Box 4906, ADVERTISING AGE 
Preto Ng pee ees erga, el er sail. 100 KE, Ohio St., Chicago 11, Il 
| Layouts, Lettering, Ce s, 3 - —— - —— — . 
lern. Any Medium, incl. Airbrush EXPER. DRIVER for Graphic Arts 
| Technique. Will furnish own vehicle. (se 
} Samuel Gould Box 4907, ADVERTISING AGE 
COrtlandt 7-4901 (NYC) 100 _E. Ohio St., Chicago 11, Ill. 
ADVERTISING AND MERCHAN- MISCELLANEOUS 


DISING EXECUTIVE. 20 years suc- 


cessful experience in marketing, 
creative advertising, media selec- 
tion, product development, sales 


planning; and well-versed in all ad- 
vertising production. Past draft age. 
Now employed. Available for Mid- 
west connection Aug. Ist. $8,500.00. 
Box 4905, ADVERTISING AGE 
| 100 E. Ohio St., Chicago 11, Il. 


HOUSE ORGANS put out on a cost 
plus fee basis to meet any budget 
Our service also includes industria! 
and general merchandise copywrit- 
ing and promotion for special indus- 
trial relation projects. Territory 
covers metropolitan areas of Phila. 
Washington and New York. 

30x 4895. ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y 


SCHENECTA 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


ION-STAR 


Gvenings J 


i 


Nationally Represented by 


KELLY-SMITH CO. 


INC. | 


NEW YORK @ CHICAGO @ BOSTON @ DETROIT 


@ ATLANTA @ SAN FRANCISCO @ SALT LAKE CITY 
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Treasury to Stop 
Distributing Bond 
Transcriptions 


Washington, June 29.—Treasury 
officials have agreed on a plan to 
curtail or discontinue the distri- 
bution of transcribed radio pro- 
srams Which local stations have 
been able to sell for sponsorship 
since the beginning of this year. 

\lthough final details of the re- 
trenchment have yet to be deter- 
mined, it is reliably reported that 
station managers will be notified 
within the next few days that 
‘The Treasury Salute” and 
‘Treasury Song for Today” pro- 
grams, widely sold by _ stations 
throughout the country, will be 
discontinued after the 5th War 
Loan. 

Purpose of the change, it is said, 
is to reduce Treasury’s operating 
costs, but it is expected that the | 
programs will be resumed shortly | 
before the 6th War Loan drive, | 
which probably will not take 
place until late in the year. 

Officials say they are convinced 
that results from the program do 
not warrant the expense of dis- 
tributing transcriptions to sta- 
tions throughout the country be- 
tween war loan drives. They look 
at the local programs as a 
build-up for the periodic cam- 
paigns, however, and anticipate 
their revival well before the next 
drive starts. 

“The Treasury Salute” and 
“Treasury Song for Today” pro- 
grams were started last winter 
during the 4th War Loan drive, | 
replacing earlier Treasury trans- 
criptions which could not be sold. 


American Airlines 
Campaign Fights 
N.E. ‘Invaders’ 


Boston, June 27.—With four 
major airlines authorized by Civil 
Aeronautics Board, Washington, to 
extend their services to New Eng- 
land, American Airlines, Inc., has 
begun a large-space newspaper 
campaign in this area, through 
Ruthrauff & Ryan, to emphasize 
its place as “New England’s First 
Airline.” 

American’s claim is based on the 
fact that it is a successor to 
Colonial Air Transport, Inc., pio- | 
neer New England airline. 

CAB recently authorized United | 
Air Lines to extend service from 
Cleveland to Boston; Transconti- 
nental & Western Air, from Pitts- 
burgh to Boston; Eastern Air 
Lines, from New York to Boston, 
and Northeast Airlines, from Bos- 
ton to New York. All approvals, 
however, are subject to release of | 
equipment by the Army air forces. | 

On June 15 insertions of 1000 
and 1500-line space units opened 
in Boston, Hartford, Pawtucket 
and Providence newspapers, with 
600-line ads appearing in the Bos- 
ton News Bureau. The July issue 
Boston Business, the Chamber 
of Commerce magazine, will con- | 
tain a full-page ad. 


Robert Buckley Named | 
CBS Sales Executive 


Robert W. Buckley, associated | 
with the New York sales force of | 
Columbia Broadcasting Sys-| 
tem since 1938, | 
and a member | 
of the Chicago | 
CBS force since | 
July, 1943, has | 
been appointed | 
assistant west- | 
ern sales man- | 
ager of the net- 
work. 

Prior to 1938, 
Mr. Buckley 
was manager of 
the New York 
office of the 
Viliam G. Rambeau Company, 

lio station representative, and 

fore joining CBS in Chicago was 
ield representative for the Lud- 
vy Typograph Company. 


loins Phil Gordon 
J. Archer Kiss, formerly with 
Chicago Tribune, and Mont- 
nery Ward & Co., has joined the 
y staff of Phil Gordon Agency, 
cago. 


{ 
Ol 


R. W. Buckley 


Joins A. Stein & Co. 


Clarence M. Sullivan, formerly 
on the advertising staff of Ditto, 
Inc., and Wilson Jones Company, 
Chicago, has joined A. Stein & Co., 
Chicago, as 
manager. 


Joins Perfect Circle 

Ralph A. Shelly, formerly mer- 
chandising manager, Chrysler Cor- 
poration of Canada, has joined 
Perfect Circle Company, Hagers- 


town, Ind., as replacement sales 
manager of the manufacturers 
division. 


Clarke Moves Office 


E. W. Clarke, representative of 
the Union Republican & News, 


|Springfield, Mass., has moved his 
| office to room 1252, 228 N. La Salle | phrase 


St., Chicago. 


assistant advertising 


to the housewife, who is urged to 
'“make tonight’s rationed meal as 


‘Valliant’ Is the 


exciting as dining at a fine 
WordforBurgundy, boi! .°. 

| Copy urges further that the 
Housewives Told housewife forget the ‘“do’s and 


| don’t’s” she may have heard about 


(Picture on Page 63) |serving wine, and realize that the 


iflavor of Valliant burgundy “is 
New York, June 27.—To dis-|just what today’s simpler meals 
solve the mysteries of selling and | need.” 


serving wine, W. A. Taylor & Co. 
is turning the spotlight on Valliant 
California burgundy, a table wine 
produced by Valliant & Son vine- 
yards. 

The campaign will consist of 
large space advertisements in four 
land two colors, and black and 
| white, appearing at frequent inter- 
vals in Sunday and daily news- 
| papers along the Eastern Seaboard 


In addition to the regular drive, 


|newspaper series to introduce the 
| Valliant “Cooler,” a 


Ac- 
vice- 


\ling water, sugar and lemon. 
leording to L. Bonnafoux, 
|president of Taylor, the 


istimulating immediate 
|sales so that people can then swing 
|and west to Buffalo. Stressing the | into the habit of serving burgundy 
“Good Taste With Any/regularly as a table wine. 

Food,” the ads are directed mainly | 


57 
restaurants, together with other 
point-of-sale items, will back up 
the drive. Agency is Charles W. 


|Hoyt Company, New York. 


| P ‘ 
|Taylor also is running a special | 


hot-weather | 
|drink combining burgundy, spark- | 


retailer | 
‘has a double sales opportunity of | 
summer | 


Display material for stores and ' 


| ARCHITECTURAL MEN 


hand’ leeeee te. reve 


300 MILLIONS fo 


HOSPITALS in the annval 
POST-WAR MARKET . 
Tell them your story in... 


Pencil Points 


The Magazine of Architecture 


Mr. Durante, when coaxed, testified: 


“a-mung my many reasins, Joonyeh, for 
conferrin my ovah-whelmin ackolade 
upon the technicians of Station KNX 
(in Los Angeleeze, Joonyeh) is on ac- 
count of their consommee’ skill. Witout 
it, what would become of the famous 
Durante timin’—the notorious Moore 
swahy-tay? Down cellar! But wit this 
exum-perry triumph of the ee-lectronic 
art, where do we stand? I pause to in- 
quire, and I reply, witout ado and in 
a trice, we are hail well met! What is 
more, I prefer Camels.” 


As usual, Durante hits the issue 
squarely on the button. For the 
Moore-Durante show depends not 


Ce Ee pee Pie te ee 
FEN a oul as ae I ee 


- +. SO does 
Midnight Merry-Go-Round 


only on the smoothest possible 
timing — but the sharpest studio- 
technique in any Pacific station. It’s 
a unique brand of radio stagecraft 
—this KNX skill that “binds” some 
27 transcontinental shows as hand- 
somely as 27 rare books. What’s 
more, precisely the same skill works 
at KNX for the local advertiser. 
Take Midnight Merry-Go-Round, 
for example. It’s sponsored by a 
local used-car dealer. It’s broadcast 
(with big-time polish) to a local 
audience. Does it “work”? One night 
2,450 persons telephoned (one per 
second) to shout “Great show!” Not 


Columbia’s Station for All Southern California 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


bad for a program broadcast from 
midnight to 1 A.M. In short, friends, 
local advertisers on KNX buy big- 
time radio quality. You could, too. 
The sooner you ask us—or Radio 
Sales— about them, the sooner the 
KNXperts start work for you. 


LOS ANGELES 
50,000 WATTS 
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BBB Broadens 
Postwar Plans 
fo Aid Industry 


(Continued from Page 1) 


actions taken at the wartime con- 
ference was adoption of a “Guide 
for the Advertising and Selling of 
Government War Goods,” offering 
a 12-point program. Deleted from 
the guide were recommendations 
that the terms “Army,” “Navy,” 
and “Army and Navy” not be used 
“as the name of, or part of the 
name of a private enterprise’; and 
that government goods offered 
should be appropriately described 
as “Used,” “Rejects,” “Reclaimed,” 


“Reconditioned,” “Seconds,” ‘“Ir- 
regulars,” ‘“Damaged,” etc. 
Instead, the guide suggested 


generally that “disclosure of facts 
relating to government goods and 
articles in advertising should not 
be used in any way conflicting 
with government regulations rep- 
resenting such articles.” 


It also was urged: that the ad- 
vertiser should make no claim to 
government sanction or _ special 


authority to act as distributor of 
surplus goods, or that he is in a 
better position than others to ob- 
tain and distribute such goods at 
low prices; that government and 
civilian goods be segregated and 
clearly distinguished by advertis- 
ing, counter signs and window dis- 
plays; references to material con- 
tent. should conform to FTC trade 
practice rules or other federal 
regulations relating to labeling 
and advertising; comparative 
prices should not be used unless 
“accurate and provable and in full 
compliance with all government 
regulations and recommendations;” 
and advertising and selling should 
be in accord with rules set up by 
federal agencies including those 
for price control, rationing, etc. 


Urges Self-Regulation 


The necessity of self-regulation 
by business as an alternative to 
the threat of legislation was 
sounded by retiring President 
George H. Dennison, Pittsburgh. 


are a natural and logical medium 
by which business may immedi- 
ately present a united front of 
action,” he said. 

“When American husiness cre- 
ated Better Business Bureaus in 
1914 it set in motion a powerful 
and constructive force for main- 
taining public confidence in pri- 
vate enterprise. Let American 
business remember that if it 
chafes under government restric- 
tions, part of the blame can be 
placed on its own_ shoulders. 
American business, with its thou- 
sands of organizations, has _ re- 
mained disorganized in marshal- 
ling its forces to meet the prob- 
lems facing it.” 

Discussing the past and future 
role of the bureaus, Mark Ferree, 
chairman of the board of govern- 
ors and business manager of the 
Indianapolis Times, said that the 
basic purpose of the organization 
is to eliminate false and mislead- 
ing advertising, and that this will 
continue to be its No. 1 goal. 

In the late stages of the war and 
after peace is declared, he said, 
there will exist the greatest mer- 


“The nation’s civic agencies, cre- 
ated and maintained by business 
and operating at the local level, 


chandise surplus in history. The 
oressing economic necessity of 
moving this surplus, in many 


BS Witches Brew 


i 


NORTH 


Scorned by 
history 


Into the witch’s bubbling caldron went a 
weird combination of snake skins, cat eyes, 
spider webs . . . the toe of a frog . . . the 
wing of a bat. Such concoctions were im- 
pressive but highly questionable in their 
healing potency. 


With the progress of civilization, true and 
tested health measures have become avail- 
able to all. And today, reliable health in- 
formation in itself is a dominant, activating 
force. 


Every month 75,000 health-minded families 
look to HYGEIA, famed health magazine 
of The American Medical Association, for 
the latest, most authentic advice on sub- 


HYGEIA is 


care and feminine hygiene. 


and health groups. Also among its readers 
are more than a million patients waiting 
in 17,000 doctors’ reception rooms. 


HYGEIA’s readers are alert and cultured 
and have considerably more influence and 
money to spend than the average. Well 
educated, intelligent, progressive readers. 
Readers who take a very personal interest 
in health. 


Think what a responsive audience, what 
a productive medium, HYGEIA offers you, 
if your product or service has health ap- 
peal! Other advertisers are finding it defi- 
nitely profitable. 


A Sales Pacemaker 


Says One Advertiser: 

“Hygeia has produced much greater returns 
per dollar invested in space than any other 
media we have utilized in this field.” 


THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 


DEARBORN 


STREET . CHICAGO 10, 


cases distress goods, will give rise 
to extremes in all forms of busi- 
ness promotion and advertising, 
he warned. BBB’s responsibility 
is to see that this huge and 
necessary movement of goods is 
achieved by honest and factual 
presentation, and to the degree 
that this is done will business be 
promptly relieved of many neces- 
sary restrictions which have pre- 
vailed in wartime. 

M. C. Harris, deputy director, 
wholesale and retail trades divi- 
sion, WPB Office of Civilian Re- 
quirements, outlined accomplish- 
ments of the Retailers Voluntary 
Program instituted in the summer 
of 1943 when scarcities of textiles 
and textile products made ration- 
ing seem imminent. This most 
ambitious voluntary effort of the 
retailers, designed to insure proper 
distribution and an even flow of 
textile products to civilians, was 
approved by WPB and the “Decla- 
ration of Policy” announced in 
July, 1943. 

Mr. Harris said that while there 
are ample raw materials in the 
textile field, lack of manpower is 
a serious problem and the net 
position has not improved. It is 
entirely likely that war production 
will continue at the present rate 
for several months at least, and 
the need for the retailers’ program 
continues. 


Early Disposal Desirable 

Early disposal of government 
surpluses through regular chan- 
nels of distribution is desirable, 
he said, but care must be taken 
to avoid serious disturbances to 
our economy. There is the gigan- 
tic task of preparation—including 
inventory, establishing of prices, 
selling plans, accounting, protec- 
tion, training, and manpower. 
When the combined flow of sur- 
pluses and production reaches a 
total near the demand, the need 
for continuing the voluntary pro- 
gram will end, but until then the 
sale of government 
should be protected by retailing 
according to the “Declaration of 
Policy,” he concluded. 

Considerable discussion followed 
on interpretation of objectionable 
and unobjectionable phrases used 


ration.” Artificially 
promotions and time limit phrases 
were tabooed. 

In his report on postwar plan- 
ning, Edward L. Greene, general 
manager of the National Associa- 
tion of Better Business Bureaus, 


jects such as proper nutrition, prenatal | 


the health magazine for reference and | 
classroom study in 25,000 schools, colleges 


ILLINOTS| 


surpluses | 


in advertising under the “Decla-| 
stimulated | 
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emphasized the greater job ahead 
—the necessity of consumer edu- 
cation on new products, a broader 
understanding between business 
and consumer fields, improvement 
in trade practices, extension of 
present cooperation with govern- 
ment agencies into the postwa 
field, basic research for both con- 
sumers and business, and many 
other tasks. 

An extensive report on activitie 
and operations of the new Offic: 
of Business Relations, located a 
Cleveland, was made by W. Da 
Bell, executive director. This offic 
heralds new and greater publicit 
and educational programs in be 
half of the BBB’s, the America 
system of business, and the pul 
lic, he declared. 

Although several national ad- 
vertisers considered or were sug 
gested as possible sponsors for 
nationwide BBB radio program, 
and at least one agency showe: 
interest in the plan, the board o! 
directors later voted that neith« 
commercial nor non-commercia 
sponsors were acceptable, Mr. Be! 
said. His office hopes eventually 
to build up a library of continui- 
ties which may be drawn upon by 
any bureau. 

William M. Farrar, genera! 
manager of the Cleveland bureau, 
was elected president of the 
NABBB for the ensuing year 
with Mr. Ferree reelected as chair- 
man of the board of govermors. 

The Indianapolis public rela- 
tions trophy was awarded to Los 
Angeles and the Cleveland Cup 
for most improvement in bulle- 
tins went to Kansas City. 


Arthur Kudner, Inc., 


Names Harry J. Deines 

Harry J. Deines, former adver- 
tising manager of the electronics 
division of General Electric Com- 
pany, Schenec- 
tady, has re- 
signed to join 
Arthur Kudner, 
Inc., New York, 
as a member of 
the agency’s 
executive staff. 
Mr. Deines has 
been with Gen- 
eral Electric 
Company since 
1930, and has 
held his recent 
position in the 
electronics division for the past 
several years. 


Harry J. Deines 


| 
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YOU CET 


... provides a staff 
of skilled layout analysts who help 
the compositor to get off on the “right 
foot” on your job... These men are 
at your service to help make im- 
portant decisions on type 


type 


MONSEN 


selections, too... 


mterpretation 
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Vick Chemical 
Returns to CBS 
with Drama Series 


New York, June 29. — Vick 
Chemical Company, after a two- 
year absence from CBS, will re- 


urn to the network July 2 to 
sponsor “Dangerously Yours,” 
Sundays, 2-2:30 p. m., EWT. 


Using the full network, Vick will 
promote nose drops and other cold 
rernedies. Dramatized versions of 
no.led poems, novels or plays with 
featured guest stars will be used. 
Agency is Morse _ International, 
New York. 


Morrell Replaces Becker 


fohn Morrell & Co., Ottumwa, 
la, aS a replacement for “Bob 
Becker’s Pet Parade,” will start a 
“Commentary of the Week’s 
News” program, featuring Alex 
Dreier in its current NBC Satur- 
day 10:45-11 a. m., EWT, period, 
beginning July 8. Program, pro- 
moting Red Heart dog food, will 
be heard on 127 NBC stations. 
Contract is for 52 weeks, through 
Henri, Hurst & McDonald, Chi- 
cago. 


Hawk Changes Time 


R. J. Reynolds Tobacco Com- 
pany on July 3 moves Bob Hawk’s 
“Thanks to the Yanks” series from 
Saturday, 7-7:30 p. m., EWT, to 
the Monday, 7:30-8 p. m. period 
heretofore occupied by “Blondie,” 
also sponsored for the past five 
years by Reynolds for Camel cig- 
irets and Prince Albert smoking 
tobacco. Hawk continues on 133 
CBS stations. “Blondie” is moving 
July 21 to 180 Blue stations, Fri- 


day, 7-7:30 p. m., for Colgate- 
Palmolive-Peet Company. Wm. 
Esty & Co., New York, is the 


agency for both Reynolds and Col- 
gate. The first use of the Blue 
Network by Colgate - Palmolive - 
Peet “Blondie” will be for Super 
Suds. 


Carey Takes 9-week Hiatus 


Carey Salt Company, Hutchin- | 


son, Kan., on July 4 will take ad- 
vantage of a nine-week hiatus 
clause in its contract with Boake 
Carter, resuming sponsorship of 
the news commentator Sept. 5 on 
72 Mutual stations, Tuesday and 
Thursday, 12 noon-12:15 p. m., 
EWT. During the summer months, 
Carter will continue for Chef Boy- 
Ar-Dee Quality Foods, Wednesday 
and Friday at the same time, as 
well as for other cooperative spon- 
sors. McJunkin Advertising Com- 
pany, Chicago, is the agency. 


Expands Blue Budget 


Manhattan Soap Company, New 
York, extensive user of spot radio, 
as Well as newspapers and maga- 
zines, for Sweetheart soap, on July 
26 will launch its first evening 
network series by placing “Scram- 
vy Amby,” audience participation 
show heard on NBC’s Pacific net- 
work for the past year, on the 
complete Blue Network. Program 
vill be heard Wednesday, 7-7:30 

m., EWT, with a repeat for the 
ventral, Mountain and Pacific 
reas at 10:30 p. m., EWT. Frank- 

Bruck Advertising Corpora- 
ton, New York, is the agency. 


Quality Bakers 
Begin New Push 


nsive cooperative campaign to 
romote bread was launched in 
ewvspapers, radio, outdoor, and 

nt-of-sale last week by Quality 


wholesale bakers from 
st to coast. 
Newspaper insertions, ranging 


m 140-line space units to full- 
e ads, accent the theme “Bread 
Its Best” from the human in- 
2st viewpoint of people enjoy- 
bread. 

\pproximately 100 radio sta- 
1s are being used, including as 
ny as 12 daily spot announce- 
its running currently with the 
up’s national radio show, “Sam 
ims, Your Home Front Quar- 


hree-sheet and 24-sheet out- 
r posters are also being used. 


Vew York, June 28.—An ex-| 


Cooperative, | 
_°., representing over 100 inde-| 
™° ident 


Presence in the East recently of 
Albert C. Essig of the Essig Com- 
pany, Los Angeles agency which 
rode the boom with western air- 
craft manufacturers, has given new 
impetus to rumors that the agency 
is interested in working out a tie- 
up with a New York agency. Sev- 
eral months ago, Ruthrauff & Ryan 
was reported interested in purchas- 
ing the coast agency, and now 
Compton and Roy S. Durstine, Inc. 
are among those said to be in- 
terested in a hookup, although 
both say it isn’t so. 

Essig once handled advertising 
of several major aircraft com- 
panies, but his principal account 
now is Douglas, with current an- 


nual expenditures of about $250,- 
000. 

% co oe 

It may interest you to know that 

current average weekly movement 
of canned baby food in retail 
stores throughout the country 
almost equals the combined move- 
ment of canned corn, peas and as- 
paragus, unit-wise, even though 
the latter three items are now 
point-free. Baby food, of course, 
comes in smaller cans and sells at 
a lower price than the other 
canned foods, but its importance 
as a shopping item cannot be min- 
imized. ae 

ES 


Railroads which have filed ap- 


plications for , «war operation of 
helicopter feeder lines, 
partment stores which have blue- 
printed plans for helicopter land- 
ings on roofs, may not exactly be 
blowing bubbles. Witness. the 
recent formation of Bendix Heli- 
copter, which plans to produce 
two, ten and 20-passenger models. 
To say nothing of the first heli- 
copter production line recently 
reviewed by the press at the Si- 
korsky Aircraft Division in Bridge- 
port, which reports hundreds of 
inquiries pouring in from prospec- 
tive postwar users of helicopters. 


Crosley Names Two 


O’Donnell - Dunigan Company, 
Rochester, N. Y., and Carolina 
Electric Appliance Company, 
Georgetown, S. C., have been ap- 
pointed distributors in their terri- 
tories for the Crosley Corporation, 
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| Cincinnati. Lee Stratton, formerly 
and de-| 


with Nash-Kelvinator Corporation, 
has been named manager of re- 
frigeration, manufacturing’ di- 
vision of the Crosley Corporation. 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, 


erhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how easy It is to cover these spending mil- 
lions at a very low cost. Write today to 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and we'll 
send you some iy profit-revealing facts 
about this growing field. 


DAY IN COURT FOR A CALF 


In 1871 two Iowa farmers argued the ownership 


of a stray calf. Fists flew, and soon the case was 


brought into court, 


with the calf presented as 


“exhibit A” by both litigants. 


The calf was awarded to the defendant. The 


complainant appealed, and won the animal. The 


calf died at this point, but the defendant promptly 


re-appealed, and was awarded the corpse. Further 


appeals followed. 


Meanwhile the litigants, both influential men, 


divided the county into warring factions. The case 


grew into a red-hot political issue that caused the 


burning of several houses and barns, incited 


bl. ody riots, and financially ruined ten well-to-do 


farmers of the neighborhood. 


By 1902, when the case was finally decided by 


the court of highest appeal, 


the costs of the suit 


amounted to $30,000. The winner was bankrupted 


— but he surely had proved who owned the long- 


dead calf! 


This anecdote, part of a featured article on 


weird lawsuits, appeared recently in a magazine 


of the Dell Detective Group. The nearly three 


million readers of these magazines are hobby spe- 


cialists in the technique of law enforcement and 


crime detection. They are typical solid citizens of 


their communities; an accurate cross-section of the 


male American reading public. They prefer to buy 


nationally advertised products. Make them want 


yours — by advertising in Dell Detective Group. 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE — FRONT PAGE DETECTIVE — HEADLINE DETECTIVE 


DELL PUBLISHING COMPANY, INC., 149 MADISON AVENUE, NEW YORK 16, N.Y. 


World's largest publisher of detective fiction 


featuring Agatha Christie, Rex Stout, Ellery Queen and other noted writers. 
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Pepsodent-Lever 


Dea! Puts Luckman 


in Strategic Spot 


(Continued from Page 1) 


neth G. Smith, majority stock- 
holder; A. D. Lasker, former head 
of Lord & Thomas, who owned a 
substantial volume of: stock; and 
Charles Luckman, Pepsodent 
president, were purchased _ by 
Lever Bros. These three were the 


company’s only stockholders. 
Luckman Heads Division 


Pepsodent will operate as ‘“Pep- 
sodent—Division of Lever Bros. 
Company,” under the direction of 
Mr. Luckman as president, work- 
ing under a long-term contract 
which gives the youthful Pepso- 
dent president (he’s only 35) com- 
plete authority over the drug store 
merchandising activities of the 
entire Lever Bros. group. He will 
not only direct selling of Pepso- 
dent products, but also of Vimms 


| buoy and Swan. 
/his unit will remain in Chicago. 
No changes will be made in the | 
 caeelane personnel 
and ADVERTISING AGE| 
informed definitely 
agency relationships will also con- 
tinue without change. Foote, Cone 
& Belding, Chicago, 
direct Pepsodent advertising, | 
while Batten, Barton, Durstine &| 
Ruthrauff & Ryan, 
Walter Thompson Company, 
Young & Rubicam, now handling 


will continue 


promotion operation, 


will also continue. Ruthrauff & 


and Thompson 


dent purchase. 
s. advertising expen- | 
diture in 1943 was approximately 


close to $15,000, 000. 
relatively much smaller, but sub- 
Its 1943 expenditures in|'drug sales force will give Mr. 


and Lifebuoy shaving cream, as;major media totaled almost $1,-, Luckman a well-trained, first class 
well as the distribution in the drug | 500,000, with the corrected figure 
| field of Lux, Lux toilet soap, Life- | 
Headquarters of | 


|said to approximate $2,500,000. 


Plans Big Sales Force 
Consolidation of the Lever drug 


o| business in the hands of capable 


Chuck Luckman will be started 


|immediately, with the changeover 


completed by the end of the year. 
At that time the Pepsodent head 
will acquire, along with vastly 
broadened responsibilities and 
greatly increased sales volume, 
one thing toward which he has 
been working steadily for several 
years—a force of salesmen big and 


|capable enough to do almost any 


job required in the drug field. 
When Mr. Luckman joined Pep- 

sodent as sales promotion manager 

in 1935, after a short but fruitful 


most|career as a salesman—a career 
cerinaaly affected by the "Peceo- | into which he fell because the 
| architectural business, in which he 


had achieved a University of Illi- 


inois degree, was not especially 
major media,| inviting in the early °30s—the 
its ‘total billing piece agencies, | dentifrice organization had no 
including radio talent costs, 
being estimated at | 
Pepsodent is | point where it now numbers about 


sales force. In recent years such 
a force has been built up, to the 


/40, and the addition of the Lever 


ASSURES COVERAGE OF 


iy we AVIATION NDUSTRY a 


@ Your products for servicing 
and maintaining aircraft can 
be advertised to men-responsi- 
ble-for-service without burden 
of added cost for valueless 
non-service circulation. 


@ It is all in the circulation 
pattern of Aviation Service 
Magazine —a pattern based on 
the “know-how” that made 
Motor Service Magazine the 


most outstanding of all “control- 


led circulation” publications. 


@ Coverage is concentrated on 
the service personnel of all 
branches—Civil and Military — 
operating and manufacturing. 
Each copy addressed —no bulk 
distribution—no waste of adver- 


tising cost! 


WRITE TODAY for the facts and figures 
on advertising your product to the 


Aviation Service Industry! 


AVIATION SERVICE MAGAZINE — 


549 West Washington Boulevard, Chicago 6, ilinois 


the Publishers of Motor Service Magazine— leader, 


r 23 years, among automotive service publications 


Expansion Is Rapid 


a 


crew of about 100. 

He will probably have more 
products to sell through drug 
stores than at present visible, also. 
Pepsodent al- 
ready has three 
products well 
on their way— 
said to be a hair 
tonic, a sham- 
poo and a den- 
tal plate cleaner 
—and Mr. Luck- 
man hopes to 
launch them on 
their initial 
sales tests this 

F. A. Countway fall. And it can 

be assumed that 
Lever Bros. has other drug store 
products available for launching 
whenever it feels the time is ripe. 

Incidentally, the new Pepsodent 
products will not bear the Pepso- 
dent name, but instead will carry 
coined names of their own. This 
is especially interesting because all 
the Pepsodent products in the den- 
tifrice field carry the Pepsodent 
name with the addition of a de- 
scriptive term, such as “tooth 
paste,” “tooth powder,” or “tooth 
brush.” But Mr. Luckman sees no 
advantage, and several possible 
disadvantages, to carrying the 

epsouent name over irom tn, 
‘ral hygiene field to other fields 

He also assured ADVERTISINi 
\cE that Lever Bros. did not bur 
?epsodent in order to bolster it 
adio performances through th 
iddition of Bob Hope to its stabk 

f stars, as one or two cynics sug 
tested; in fact, he declared tha 
he Pepsodent Hope will continu 
o work for Pepsodent and wil 
iot be farmed out to any othe 
uever product. 

The acquisition of Pepsoden 
marks the first entry of Leve 
3ros. into the oral hygiene fiel« 
ince its formation in 1899. Ni 
mall potatoes in its own right 
Lever Bros. Company is a sub 
‘idiary of Unilever Ltd., huge 
English business which had som: 
800 subsidiaries in 50 countrie: 
before the war and did a busines 
of a billion dollars or so annually. 
The combine grew, almost miracu- 
lously, from tiny beginnings in 
1885 when William Lever, son of 
a grocer, entered the soap business 
with Sunlight, a_ free-lathering 
yellow soap that cleaned up Eng- 
land and made a clean-up for 
Lever in short order. 


| 


By 1900 he had factories not 
only in England but in Cambridge 
and Philadelphia, in Canada, Ger- 
many, Switzerland and Australia, 
and was well on his way to expan- 
sion in half a dozen other lands. 
In 1897 he had acquired a con- 
trolling interest in Curtis Davis 
Company, which later became the 
Lever ‘Boston works,” and in so 
doing he also acquired the serv- 
ices of master salesman Francis A. 
Countway, who had joined Curtis 
Davis in his early twenties, solely 
on condition that he be made a 
salesman, and had done so re- 
markably well that by 1913 he was 
president of Lever Bros., where he 
has been ever since. 


The amazing success of the 
American company, which is} 
wholly owned by Unilever but 
operates with complete independ- | 
|}ence, is generally attributed to| 
the capable Mr. Countway, who 
has the distinction of being one of 
America’s highest paid executives, 
as well as an advertiser and mer- 
|chandiser of extraordinary merit. 

He is held personally responsi- 
ble in large measure for the de-| 
velopment of the “body odor” 
| theme which skyrocketed Lifebuoy 
to success, and his company was | 
among the first to use product and 
market research on a broad scale. 


Licks Pepsodent Boycott | 
In many respects Chuck Luck- | 
man is a “near relative” of Mr. 
CounfWay in merchandising abil-| 
ty and marketing strategy. When | 
he joined Pepsodent, sales were 
leclining seriously, principally be- 
‘ause Pepsodent had been the 
favorite loss leader football in 
irug stores, and dealers were tired 
f selling it in vast quantities, but | 
at little or no profit. The situation | 
was so bad that many stores were 
boycotting Pepsodent. 

Faced with this serious situation, | 
Mr. Luckman and Pepsodent 
grabbed the bull’s horns firmly | 
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with both hands and junked they 
entire merchandising and sel] 
set-up in favor of a firm 
unequivocal policy of resale price 
maintenance. What this meant. 
among other things, was that a list 
of 945 “wholesalers” was pruned 
overnight to 300 bona fide drug 
wholesalers. Then, as Mr. Luck- 
man tells it, “we went into every 
wholesaler’s warehouse, inven- 
toried his stock of Pepsodent prod- 
ucts, and then and there gave him 
a check for every bit of our mer- 
chandise he had on hand. 

“From that moment on nj 
wholesaler could buy a single item 
from us—he got it all on consign- 
ment, so that we held title to the 
goods and were able in the days 
before the Tydings-Miller and 
other fair trade legislation to com- 
pletely control the resale price oj 
our merchandise.” 


Contests Are Started 


What happened? “The _ first 
month under our new policy, ow 
business dropped 31%; the second 
month it did a little better—it 
dropped 36%.” So, reluctantly 
Mr. Luckman launched a barrage 
of contests and special offers, in- 
cluding the famous Amos ’n’ And 
baby-naming contest, and slowl) 
but surely, sales climbed and deal- 
ers got back on the right side of 
the fence. 

Some indication of the Sales 
policies which Mr. Luckman car 
be expected to pursue in his 
broadened capacity was given in a 
talk he made in Chicago last De- 
cember, in which he declared that 
the postwar years. will bring 
sweeping changes in the drug field, 
and that the foreign picture looks 
“very pretty” for the drug manu- 
facturer who is willing to change 
his conceptions of what the public 
wants to fit the changing needs of 
various foreign countries. 

Especially interesting is his com- 
ment at that time, when he and 
his company had no personal in- 
terest in the matter, that a con- 
flict between drug manufacturers 
and the medical profession is in- 
evitable. He reported that where- 


as all vitamin products were soldf 


on prescription seven or = eight 


THE MIGHTY 
FLYING FORTRESS 
iS ACCOMPANIED 

BY SMALLER ® 
FIGHTER PLANES 


—because experience ha: 
shown that together they car 
do a better job on Hitler tha: 
either working alone. 


When it comes to an Advertis 
ing Job in Indiana, You Can’ 
Do It Thoroughly Without th: 
Newspapers in the 


INDIANA LEAGUE 
OF HOME DAILIES 


These papers, and only these pape! 
give concentrated and practical! 
100% coverage in these cities an 
the rural areas surrounding ther 
. Their readers buy through the 
local stores what they see advertise 
in their local newspaper. 
If you as a manufacturer, or you 6 
an agency, would like to hear mor 
about what these 26 Home Tow 


newspapers in War Busy Indiana cer 
do for you, just get in touch with— 


SCHEERER & CO. 


SSE Weclr Or." 
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ars ago, currently only 4% of s EUGENE V. THOMPSON sales office there. He had been|lisher, who also recently purchased 
their ve ‘aaa output is. sold. in “this Tire Copy Expands B ill er 96.— | With the company 31 years. the Sun-News, DeLand, Fla., and 
ell manner, with the big bulk chang- . Eu a ay Sisenmnans 57 eastern | Mr. Fillingham joined Standard | the Beach News, New Smyrna, 
and@ ie hands over the counter as|Q& New Synthetics pe nes manager of  Nation’s | Of Indiana in its Detroit office in | Fla. 
Price .anded merchandise. A similar pe Business, and with the magazine | 1913 and was promoted to eastern | 
eel changeover in the merchandising Become Plentiful since 1932, died yesterday in Law- |@!vision manager in 10940. 
ch { sulfa drugs and countless other rence Hospital. At one time with | eR eer | ; ts i nal 
runed @ nedications is inevitable, he New York, June 29.—With sub-| woctern Electric Company in Chi- | K. C. Pratt Acquires HOW MUCH t's up to yc 
dt ‘SM overred. stantial amounts of synthetic rub- cago, Mr. Thompson was formerly A Edit ‘St t’ Europe, Asia, and 
na . ———_—_— ber tires now available, major advertising supervisor of the New gency, ts e WILL YoU the Pacific oil fields 
every ‘Mirror’ Runs Contest rubber companies are switching York territory for three Curtis K. C. Pratt, formerly sales pro- | will be rebuilt. Very 
lee 5 . promotional emphasis to new tires Publishing Company magazines— motion manager of SM News Com-| @- Sa JW Wai #4 little has been left 
Prod- Tito Back Paper Drive for the first time in three years. Country Gentleman. The Saturday pany, New York distributing sub- | : standing 
e hin 4s a contribution to the -drive Launching a 50-50 cooperative Evening Post and Ladies’ Home sidiary of McCall Corporation, has 
mer- fg waste paper salvage, the New|campaign with dealers in about} 70, nal ‘| acquired sole ownership of Robert « GA 
york Mirror has announced a| 350 newspapers, through Batten, ; pont Newcomb, Inc., New York. The | Now is the ume for you to rae 
ny he design contest to stimulate| Barton, Durstine & Osborn, B. F. WILBER H. HODGINS new organization, K. C. Pratt, Inc., | a ued vas din ote bi; 
EG. public saving of reclaimable paper. Goodrich Company announces that , will continue to specialize in com- men who are planning the TS 
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a $50) for 3rd, $25 for 4th to 7th. and| Provided dealers with a kit of|Laing Agencies Ltd., died at his/ tional manuals and sales promo- 
eegyep*e in war savings stamps from 8th| Merchandising material for the| home here following a heart attack | tion literature. — ; 
ce OC to 17th tires. Magazine and radio cam-| suffered three weeks previously. Mr. Pratt will also edit “Stet,” 
ised Lee Tracy, promo-| Paigns also are being used. The — house magazine for house maga- 
a ee of the Mirror, the| Cooperative campaign may be fur-|F. H. FILLINGHAM mag et go merceng water J by 
‘ ne . Ais ok ther expanded. : vor e ampion Paper ibre Com- 
ars a _— caw B ge prize ne ys June 29.—F. H. Filling- pany, Hamilton, O. LEUM 
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irrage for ‘GI Joe Film for pc Rabel Vases ae Wak attack today at Indianapolis, while| Ky., has been purchased by John REX W. x 
S, in- United Artists Corporation, New| under the headline. “Make your on a field trip to the company’s|H. Perry, Palm Beach, Fla., pub-! 2 wesr 45TH STREET * NEW YORK 19,N Y 
Andy @ York, has appropriated $200,000) present tires last. . | Then get the 
lowly @ for national newspaper advertising| new U. S. Royal De Luxe.” This 
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ide of B based on Ernie Pyle’s best-seller, | papers. 
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Sales war correspondents. : tires, if they can, it is explained, 
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The six county Manchester Primary Zone with Manchester, the 
largest city in New eg, at its hub, contains 359,000 


people —a great market. 


any nationally known advertisers 


are successfully tapping this market with the advertising 
power of the Manchester Union-Leader, and particularly 
with its amazingly well-developed merchandising services. 


e The plaintive letter came to Jane 
| Lee, writer of the Experience Column of The 
Detroit News. She asked her readers for a solu- 
tion. Letters became an avalanche. Out of it 
all grew the suggestion for a friendship club 


al limited to single men and women between 
4 Pam ee em ee ee ee ee ee ae ee ee ew ew ew ee Sy Band 1. 
' | 1 The Detroit Department of Recreation refur- 
can | EXTRA MERCHANDISING SERVICES GET RESULTS 1 bished the large former G.A.R. headquarters 
tha: | 1 _ for meeting rooms. Two or three hundred were 
| Full-time staff for pre-war type A well-established and influen- I expected to attend the first assembly. On the 
mt | Seentians cries — aoe ; wate teRes, tiesh© | appointed first night the crowds of lonesome 
ortis | mailing letters, postcards, broad- ering important New Hampshire a newcomers overflowed, stopped motor traffic 
Dan | oe ae ree ee aE ees d had to be transferred to the lar Cass 
{an a € ger Ca 
> th: | \ Auditorium seating several thousand but even 
¢ Careful attention te pesition Enthusiastic cooperation of New i there an S.R.O. sign soon had to be hung. 
iE ; y v7 4 Grace, ahfiten new product i. rl In this crowded but friendly atmosphere the 
| : troduction, retail distribution } Friendship Club of Detroit was born. Having 
ES ' seeiileanbiisi i ceatad j seen the Friendship Club established, Jane Lee 
aper 1 | turned the project over to the Detroit Recrea- 
tical! bis. ee a a ome we ee ee ee eee ee ew ee = = = Ss tion Department which is now providing hobby icin 
—. rooms, facilities for dancing and other social - > 
the _ activities for middle-aged men and women who A 
itso peret OF comprise the mainstay of Detroit’s war effort. us 
j a“ \ Thus The Detroit News made another con- ¥ ¥ 
ou 6 iAP Nab VERO ANCHESTER tribution to the city’s well-being and created \ | 
- oa 35 ak another group of loyal readers. i 
aca re aoe. nag“ _ 
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NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 
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FORTUNE 


JULY - 1944 


CHARTED 


G et our advice 


on long ferm trend Bs guy 


DOCTORS OF MANAGEMENT 


U.S. industry is now paying at least $65 million a year for outside advice — from newsletters of devel- 
opments affecting business health, to special departmental advisors and broad-policy consultants who 
study and diagnose for an entire company, much as the Mayo clinic studies a patient. All take the fact- 
finding, engineering approach to problems, believing that business decisions should be based on facts 
rather than somebody’s intuition. And although there have been some disappointments with the results 
and high fees—few organizations charge less than $100 a day for senior consultants — many companies 
continue to have periodic consultations whether they seem to need them or not, and the trend is all in 


this direction. 


For MANAGEMENT of organizations that have grown large and complicated feel it a sign of wisdom 
rather than weakness to seek assistance from outsiders who, as relatively unprofessional and objective 


observers, often manage to save a good many faces and dollars. Page 142 


JULY: RUBBER ON THE REBOUND * NEEDED: NINE MILLION NEW CARS * AFTER THE PLANS, WHAT? * U.S. AROUND 
THE WORLD * THE “FRATERNAL ASSOCIATION” * THE FORTUNE SURVEY 


FORTUNE—The Magazine of Management—is a study of business for the enlightenment of management men. 85% of FORTUNE’s 175,000 


subscribers are management men—and survey after survey shows that in FORTUNE the advertiser reaches 


management more certainly, more effectively and more economically than in ony other magazine. 
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jdvertising Age, July 3, 1944 


PHOTOGRAPHIC REVIEW ene ennsies 
OF THE WEEK 


{bdclie oF 
he neal 


sual P- TOP ans Bread 


ALMOST REAL—When the artist conceived the idea of having this loaf of 
bread project slightly over the white space at the lower part of the sign, with 
a bit of shading under the projecting portion, an optical illusion of a real loaf 
resulted. Ward Baking Co. is displaying this ad in color on 24-sheet posters 
in many large cities, also as 3-sheet posters and 2-sheet panels on all New 
York subway station platforms. Color miniatures are being distributed to dealers. 


ATTEND PAA MEETING—Among notables at the recent Pacific Advertising 
Association's annual session at Fresno, Cal., (AA, June 19) are, left to right: 
{back of table) Claire Drew Forbes, chairman, war activities committee, Seattle; 
Robert S. Hunter, PAA vice-president; Mrs. George Weber, Seattle; Ted S. 
Repplier, War Advertising Council, New York; (front of table) Webster Har- 
rison, president, Seattle Advertising & Sales Club; George Weber, new PAA 
president; Charles A. Storke, senior vice-president of PAA; and Lloyd Thorpe, 
president of Tacoma Advertising & Sales Club. 


a COME ann 
Dealers — 


[wh Se ....Now as .s always...the best tre made 


DIFFERENT—Instead of the usual practice of “sniping” the dealer's name and 

address across the bottom, this new poster of Goodyear Tire & Rubber Co. 

carries the dealer's name in the center as an integral part of the design. The 

cooperative outdoor posting will run during July, August and September, 

utilizing some 5,000 posters across the country. N. W. Ayer & Son is the 
agency in charge. 


vw Ea 
) RECT NIAA CHAPTER—New officers of the Central Ohio Industrial Market- 

. Columbus, O., chapter of NIAA, are, left to right: (seated) J. X. Farrar, 
ffrey Mfg. Co., past president; Gus K. Bowman, Byer & Bowman Advertising 
Ajency, president; and John Stover, John Stover Co., director; (standing) 
‘. F. Burgess, Denison Engineering Co., vice-president; A. H. McReynolds, 
ffrey Mfg. Co., secretary; and A. D. Mahoney, also with Jeffrey, director. 

William Arter, Jaeger Machine Co., is treasurer. 


ROMANTIC AS ON 4 LUXURY LINER 


Good Teste With Any Feod 


With a Bargwrety mv fire. it is ot coon a 


VALIANT COOTER 
Smart New Trick for Wart Days 


When the thermometer le tah and yom 
twortle is low, Nie Heme Lor a Valliant 


WINS AWARD—Jean Hersholt, who 
plays the title role of the CBS "De. 
Christian’ program, and Mrs. Dorothy 
McCann, program producer and wife 
of the McCann-Erickson, Inc., presi- 
dent, pose with James H. Boston (cen- 
ter), winner of the $2,000 prize of the 


“De. Christian Award" script con- 
le Checebrtaah Mfg. Coe New FOR THE WARTIME TABLE—With full-color, two-color and black and white 


Y lite. ads in Sunday and daily newspapers, W. A. Taylor & Co., New York, is start- 
Ort, Gremsare Sn. oaoe ing a new campaign in behalf of its Valliant California burgundy. Charles W. 
Hoyt Co. is the agency. (Story on Page 57.) 

f 


LIKE THE PAPER 
ao 


PAPER DOLL—Industrial Rayon Corp., 


Cleveland, says nothing is so annoying 


as undies that bunch and pull and PLAY HOST—Pictured at Ideal Publishing Corp.'s recent cocktail party at 
bind, none of which happens when one its new offices in New York are, left to right: Rod Butterworth, art director of 
wears undies of Spun-lo knit rayon Ideal; Maurice Nichols, eastern advertising manager of Ideal; Rutgers Neil- 
cloth, modeled in this ad in Mademoi- sen, RKO (looking over Mr. Nichols’ shoulder); Al Willkie, Paramount Pictures, 
selle against a background of wall- talking with actor John Boles; and Publisher William M. Cotton of Ideal. In 
paper with sketches of the same figure. the background is Irving Shriffin, RKO. 


- “Break ‘at the Candy” 


“The only 
thing that 
most soldiers 
and | 

have against 
candy is that 
we don't get 
e ha of it” 


udder... hig gun bombers... flak . ., torpedoes 


lived, lemse fighters at haitle dations 
Is ¢ tet fight the time and place for candy? «« The Navy says 0 bs 


WARTIME APPEALS—The Council on Candy keys its new industry-wide campaign to the wartime necessity of confectionery 
as a food. These two full-color pages will open the proposed two-year $1,000,000 campaign. Leo Burnett Co., Chicago 
handles the account. (Story on Page 8.) 
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The Chicago Sun wins 


This year, The Chicago Sun has won top honors in almost Maps. For best war and background maps of the 
every field by which a newspaper’s reader interest is year, Tom P. Barrett and F. E. Manning received 
judged . . . ease of reading, caliber of reporting . . . char- the National Headliners Club Award. 


acter of pictures, maps and cartoons. Cartoons. Charles Werner received the Sigma 


Delta Chi award for best editorial cartoons. 


FOR APPEARANCE 


The Sun won the Ayer Cup, highest award for 
typographical excellence. 


Good illustrations help make the facts stand out more 
clearly, easier to understand. 


. : Easy reading, top-flight reportin ood pictures, maps 
The Sun’s pages are built for easy reading—to carry 5» fOPrims P 5 & P P 


. br nd cartoons are some of the reasons why the now 
the reader easily to both news and advertising. " - ’ 


more than 300.000 Chicagoans (over 400,000 on Sunday) 
FOR NEWS COVERAGE —who can get The Sun under today’s limitations—are so 


" , : : , responsive to Sun editorial material, and to Sun adver- 
Foreign Correspondence. Frederick Kuh, chief I , 


— ‘ ; ising. That’s why today: 
of the London bureau of The Sun, received the Using as y Cen? 


national professional journalism Sigma Delta Chi 1. You need The Sun in any newspaper com- 


award for outstanding foreign correspondence. bination to cover Chicago completely, eco 
. - 


Washington News. Sam O’Neal of The Sun’s 
Washington bureau received the Sigma Delta Chi 


nomically and efficiently. 


award for outstanding stories from the nation’s 2. By using The Sun alone you can make a 
capital. tremendous impact against America’s No. 2 
People prefer to read a newspaper that gives the facts market with a relatively small expenditure. 


clearly, often first—that gives the news straight. Actually you can sell for less in The Sun 


That’s The Sun’s reputation. 


FOR ILLUSTRATIONS 


Photographs. Sun photographers have earned 9 ‘ THE CHICAGO SUN - 


awards, including the National Grand Prize to John 


CHICAGO’S MORNING TRUTHpaper 
the United States Victory Waste Paper Campaign. 400 W. Madison St., Chicago « 250 Park Ave., New York 


Mendicino in the National News Picture Contest of 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. » NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
NEWSPAPERS GET IMMEDIATE ACTION 
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